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Chiistmastine is family time 


...and we, of the Storer family, wish you and your family a holiday of happiness. 


We pray the coming year will be peaceful and prosperous, and may your wishes all come true. 
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CBS, NBC, and ABC Television Networks 


TERRE HAUTE, INDIANA 


W T H I - T V and RADIO, too! 
© T.M.-—CBS-TV 


BOLLING co., NE W YORK CHICAGO, 
LOS ANGELES, SAN FRANCISCO, BOSTON 
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NUMBER ONE—2-11 PM, Monday through Friday, the 
, _ heart of the TV day. For 11 consecutive months . . . FIRST 


WFIL-TYV 20.6% more than station B, 139.2% more than station C. 
Basic ABC Channel 6. BLAIR-TV 





NUMBER ONE—more audience at lower cost per 1000 








pecncriaaagahly than the next five stations combined. FIRST 84.2% of 
WNHC-TYV the time. Channel 8. KATZ 
Basic ABC 
+CcBS. 


NUMBER ONE—76,701 more Television homes in 


combination with Pittsburgh than any other station 
combination in the area. Channel 10. BLAIR-TV 








Basic CBS 
+ ABC, NBC 


NUMBER ONE—more audience at lower cost per 1000 
than any station in Baltimore, Kansas City, Milwaukee, 


WNBFE-TV Minneapolis-St. Paul and other major markets. 


Basic CBS Channel 12. BLAIR-TV 
+ ABC, NBC 











TRIANGLE STATIONS 


WFIL-TV 


PHILADELPHIA, PENNSYLVANIA 


WNBEF-TV 


} BINGHAMTON, NEW YORK 


WFBG-TV 


ALTOONA, PENNSYLVANIA 


. WNHC-TV 


| NEW HAVEN-HARTFORD, CONN. 








operated by: Radio and Television Div. / Triangle Publications, Inc. / 46th & Market Sts., Philadelphia 39, Pa. 
WFIL-AMeFMeTYV, Philadeiphia, Pa./\WNBF-AMeFMeTV, Binghamton, N. Y. 
WHGB-AM, Harrisburg, Pa. / WFBG-AM ¢« TV, Altoona, Pa. / WNHC-AM e FM e TV, New Haven-Hartford, Conn. 
National Sales Office, 270 Park Avenue, New York 17, New York 
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Meredith Stations Are Affiliated With Better Homes and Gardens a1 Successful Farming Magazines 
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GREETINGS, VIEWERS! 
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plays Santa Claus to Madison Ave. 
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Home offices and agencies benefit 


alike from video-built confidence 
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Begun as a hobby, Transfilm, Inc., 
is today a company of many facets 
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Can stations alter results through 


best programs during rating week? 
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The customers always write 


Tele-scope 
What's ahead behind the scenes 


Business Barometer 
Measuring the trends 


Newsfront 
The way it’s happening 


Film Sales 
The most recent contracts 


On Film 


Suppliers, service news 


67 Washington Memo 
Tv on Capitol Hill 


69 Wall Street Report 
The financial picture 
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Market-by-market figures 


77 In the Picture 
Portraits of people in the news 


78 In Camera 
The lighter side 








Since the sternwheelers first 
opened our Ohio River Valley to 
large-scale trade, this region has 
constantly steamed ahead to 
greater industrial records. 


Today, its array of manufactur- 
ing is the most vast in America 
...a solid head-of-steam typified 
by our own doorstep counties of 
Cabell and Kanawha (the Hunt- 
ington-Charleston area) where — 
say preliminary reports of the 
new U.S. Census of Manufac- 
tures — the value of industry 
alone is up 55% since 1947, 
currently over one billion dollars! 


This is only part of what you can 
command with WSAZ-TV. Sur- 
rounding our near-quarter-mile- 
high tower lies America’s 23rd 
television market — four states 
wide, four billion dollars deep in 
buying potential. You leave a 
smart wake when you sail aboard 
WSAZ.-TV. Any Katz office can 
make out a profitable bill of lad- 
ing for you. 





NGTON-CHARLESTON, W. VA. 


WV.5.c. NETWORE 
Affiliated with Radio Stations 
WSAZ, Huntington & WGKV, Charleston 
LAWRENCE H. ROGERS, PRESIDENT 
Represented by The Katz Agency 
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CBS 


TELEVISION 
NETWORK 





Basic Affiliate 





In South Florida, Viewers expect and receive outstanding news 
coverage from WTVJ's PRESTIGE news department. A staff of 
14 newsmefi insure the WTVJ audience of ‘round-the-clock 
coverage of alll local, state and regional news. 

Adding to the completeness of this coverage, WTVJ's camera 
crews during the past year alone, traveled to 11 States and 26 
foreign ccuntries to gather “‘local'’ news stories affecting the 
south Florida community. 

Another plus service of Florida's first and most experienced 
television station . . . another reason why the majority of south 
Floridians watch WTVJ and continue to buy the products and 
services of its advertisers. 











FLORIDA 









) 


RTNDA “Gold Trophy 
Award For Outstanding TV 
News Operation in the Na- 
tion.” 1952 





Award For 
News Operation in the Na- 
tion.” 1953 


“HEADLINERS Award For 


Outstanding Local News”. 
1956 


RTINDA “Gold Trophy 
Outstanding TV 







FLORIDA’S FIRST 
TELEVISION STATION 


Represented Nationally by Peters, Griffin, Woodward, Inc. 
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KRON-TV’ SF 





Sat Francisco ts sotd ow KRON-TV 


S. F. CHRONICLE +» NBC AFFILIATE « CHANNEL 4 « PETERS, GRIFFIN, WOODWARD 
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1:00 P.M. 





“MYSTERY MATINEE.” Im- 
mediately following NBC’s 
“It Could Be You,” this 
audience winner features 
the cream of spine-tinglers: 
“The Files of Jeffrey 
Jones,” “The Whistler,” 
“Fabian of Scotland Yard.” 





Get further details, 
Get availabilities. 

Then buy participations 
in 1, 2, or better yet, 
all 3 of these big time, 
daytime features. 


golden minutes 


. . of all-star programming pro- 
vide Detroit-area viewers with a 
feast of entertainment—offer ad- 
vertisers a golden opportunity for 
exceptional exposure and impact 
every weekday afternoon. 





1:30 P.M. 


“HOLLYWOOD STORY.” 
Personable, popular Todd 
Purse sets the stage for 
romance, drama, and 
comedy from top syn- 
dicated series. The ever- 
lovable “Beulah” will be 
added in the near future. 


2:00 P.M. 


“MEET BLENDA.”’ The woman-talk 
of the town, this WWJ-TV exclu- 
sive originates in a complete mod- 
ern home at “Northland”—Amer- 
ica’s largest shopping center. It’s 
the perfect show-case for foods, 
drugs, household goods and ap- 
pliances. Glamorous Blenda Isbey 
is the sales-wise hostess. 


ASSOCIATE AM-FM STATION WWI 





Fust in Michigan + owned & operated by The Detrot New 


Notional Representotives: Peters, Griffin, Woodword, In 
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in our coverage area... THE STEUBENVILLE-WHEELING AND PITTSBURGH MARKETS 
—richest steel and coal area in the world—4,531,600 population, ranking with the 


nation’s 4th largest market —$7% billion income—$4¥ billion retail sales. 






Our rate is based on 


FREE BONUS OF PITTSBURGH 


our Steubenville-Wheeling coverage, so you 





gx TOWEE _ 


get our coverage among 399,810* Allegheny County (Pittsburgh) 


TV homes absolutely free. 






A member 
of the FRIENDLY 
Group 





CBS-ABC-CHANNEL 9 230,500 WATTS 





WSTV-TV 


STEUBENVILLE, OHIO 
Represented by AVERY-KNODEL * WHEELING 


* PITTSBURGH 











STEUBENVILLE 





yc 
* AND coat center oF AME 


Gen’! Mgr: John J. Laux, WSTV-TV, Steubenville, Ohio, ATlantic 2.6265 e Nat'l Sls. Mgr: Rod Gibson, 720 Fifth Ave., N. ¥.17, N.Y. JUdson 6-5536 
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ADVERTISING VALUE YOU GET ON 


COVERAGE SURVEY *2 





LOWEST COST PER THOUSAND 




















COMPARE TV. HOMES COST OF 1 HR. | COST OF 1 MIN. WEEKLY 
IN AREA* AA TIME AA TIME COVERAGE 

WSTV-TV 1,045,580 $500 é $100 552,870 

Sta. B, Wheeling 424,510 500 100 226,350 

Sta. C, Pittsburgh 1,218,110 2,000 500 971,790 
PHONE, WIRE OR MAIL COUPON FOR DETAILS TODAY 

F 65 wr JOHN J. LAUX, GEN’L MGR. WSTV-TV, STEUBENVILLE, OHIO TA 

LU ! (0 Please have your representative call. 
Ay 


| © Vd like to see your new color film, “How to Make Money in the Steel Market.” 


“ = | —& Send me a free copy of your “Index of Advertising Effectiveness.” 
¢ Your own “Index of Advertising Effect- | 5 tow can | get your DIRECTORY OF STORES, BUYERS, WHOLESALERS, ETC.? 


iveness” — prepared by Richard Man- ! & Send me your list of merchandising services. 




















) 
ville Research ! mene TITLE < 
e Complete directory of stores, buyers, . COMPANY 
wholesalers in WSTV-TV coverage area ; one 
; nt | ' 
e Comprehensive merchandising serv- Sg TONE STATE 
ice — tailored to your needs ned 
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2 
MAXIMUM POWER ON CHANNEL 
Greensboro, N.C. 





Look Who's Playing Santa! 


Whether you believe there’s a Santa or not, if you get all the 
facts you'll find that Christmas-like sales are yours “‘year-round”’ 
with WFMY-TV. Why? Because no station or group of 

stations — not even Santa himself — delivers complete coverage 
of the Prosperous Piedmont section of North Carolina and 
Virginia as does WFMY-TV. Call your H.R.P. man today. 


50 Prosperous Counties + 2 Million Population 
$2.5 Billion Market + $1.9 Billion Retail Sales 


wfmy-tv 
7 Basic 
GREENSBORO, N. C. 
Represented by © 
Harrington, Righter & Parsons, Inc. 


New York — Chicago — San Francisco — Atlanta 
WFMY-TV ... Pied Piper of the Piedmont Since 1949 
“First with live TV in the Carolinas” 
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Letter from the Publisher 
FCC In Wonderland. 


As the efforts of the Federal Communications Commission to 
solve the industry allocations problem are reviewed at year-end, 
the picture is one of almost incredible Alice-in-Wonderland pro- 
portions. 

From formal and informal statements, the seven Commissioners 
have come up with several solutions. The net result to date: con- 
fusion. This is not to challenge or doubt for one minute the sincerity 
of each member of the Commission. But in the past year, there have 
been plans advanced by one or more members of the Commission 
for limited deintermixture, a shift of all facilities to uhf, a shift 
of everything east of the Mississippi to uhf and west to vhf, low 
power vhf drop-ins and other similar proposals. 

While any move that the Commission makes is fraught with all 
the complexities of the knotty allocations problem, it doesn’t seem 
as if up to now, in an objective review of the Commission’s activities, 
that the FCC has made any constructive moves towards solving the 
problem in the past year. As a matter of fact, if you read our Wash- 
ington Memo in the last issue, it would seem that some of the moves 
that the Commission has made have complicated rather than aided 
in any solution of a feasible nationwide competitive tv system. 

One area where the Commission has moved at a snail’s pace is in 
handing down final grants. There are several important markets 
where the initial decision has been recommended by the examiners 
and is waiting on a Commission vote. Of course, the Commission is 
helpless where the contestants have gone into the courts, and the 
wheels of court procedure grind very slowly indeed. However, in 
many other markets final decision is pending Commission action 
en banc. 

Admittedly the FCC is understaffed, hearings have been long and 
protracted, and it takes a great deal of time to review all the 
evidence. But possibly the Commission should take the advice of 
Sen. A. S. (Mike) Monroney (D.-Okla.) who suggested during the 
Magnuson hearings last spring that “it wouldn’t be a bad idea for 
the FCC to burn some midnight oil.” If the FCC would move some 
of these decisions it would earn the gratitude of the public as well 
as the tv industry and provide a Merrier Christmas for all concerned. 


Public-Service Report. 


The third-quarter Public-Service Report published in our last 
issue elicited the greatest response since we started to release this 
information last June. Television stations throughout the country 
contributed $50-million worth of time during the months of July, 
August and September based on an exclusive TELEVISION AGE sur- 
vey.This year’s donations by stations to public service will probably 
be somewhere in the neighborhood of $180 million. Many stations 
report to us that they used our story as a basis for a news report 
incorporating their own public-service figures in one of their news- 
telecasts. Stations have been remiss in letting the public know what 
they are doing in the way of public service. These quarterly reports, 
we hope, may provide this valuable information not only to the 
tv industry but to the public at large. 


Cordially, 


I. Vaal 





TOP RATING IN 
CINCINNATI! 





the 
ELLERY 
QUEEN 


; series 
starring 


HUGH MARLOWE 


The highest rated syndicated 
program in Cincinnati,* 
America’s great mystery 


top network favorites! Get 
the facts for your market. 
24.7 Pulse 9/10/56 


488 Madison Ave. 
New York 22 


PLaza 5-2100 
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CORRESPONDENT-AT-LARGE! Israeli forces march across the Egyptian 
border. Tensions in the Middle East, long smoldering, erupt suddenly. 

In Los Angeles—8,000 miles across the face of the globe—KNXT newsman Clete 
Roberts, veteran World War II correspondent, prepares for immediate take-off. 
His assignment: eye-witness KNXT coverage of the conflict...a unique instance 
of a local television station with its own on-the-scene war correspondent. 

Just the week before, reporter Roberts, with Grant Holcomb, flew to San Francisco 
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to cover the arrival of 31 survivors of a mid-Pacific plane ditching. .. telecast ‘‘live” 
on the early morning Panorama Pacific show and filmed for showing on other 
KNXT news programs later in the day. 

The all-round reporting of Clete Roberts is but one example of KNXT’s unequaled 
news and public service programming, which travels 500 miles—or 8,000—asa 
matter of routine, to provide top coverage. And one more reason as well, why KNXT 





continues, month after month, to be Southern California’s favorite station. KNXT 


CBS Owned «+ Channel 2 Los Angeles «+ Represented by CBS Television Spot Sales 












Ke) exs 
for sales 


KGLO-TV 


is a powerful sales tool in the Mason 
City-Albert Lea-Austin area because: 





KGLO-TV is first in audience. The latest 
ARB shows KGLO-TV with the amazing 
audience dominance of 20 of the top 
eluate baed-1-) @iilehae elie Ane] me) Minl-Bie) >) 
10 multi-weekly shows. 

KGLO-TV is fops in coverage. With its 
100,000 watts on Channel 3, the KGLO- 
TV signal booms into the lowa-Minne- 
sota area, covering the nation’s most 
prosperous farms and small cities — a 
balanced economy of agriculture and 
industry. 

KGLO-TV is the direct route to these 
100,000 tv families. Let us show you the 
latest ARB and important market data. 


WEED TELEVISION has all the facts. 
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FULL POWER 
100,000 watts 
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mee MASON CITY 
buy-word ALBERT LEA| AREA 
- AUSTIN 


KGLO-TV 


CHANNEL 3 CBS 


LEE RADIO, INCORPORATED 
Represented by WEED TELEVISION 


444. Madison Avenue, New York 22 


Philip Morris 

My sincere thanks for . . . the excel- 
lent story on Philip Morris advertising. 

I enjoyed it very much. 
Joun R. LaTHAM 
Brand Manager 
Philip Morris 
New York 


I want to congratulate you and Bill 
Greeley, the author of TELEVISION 
AGE’s current cover story on Philip 
Morris Inc. Bill did a yeoman’s job of 
absorbing a great quantity of material, 


= it all down 


distilling it and then setting 


in concise, yet interesting and com- 
pelling form. I think he did a master- 
ful job of telling the complete story of 
Philip Morris’ growth and the exciting 
new chapters of recent years: the strik- 
ing and important innovations it has 
brought to cigarette production, pack- 
aging, advertising and salesmanship. . . 
Joun W. Pacey 

Benjamin Sonnenberg 


New York City 


Proud and Pleased 
. thank you for the very fine 
article “Animation Texas Style” which 
appeared in your November 19 issue 
of TELEVISION AGE. Needless to say, 
everyone in our organization was very 
proud and pleased. 
L. F. Hernpon, Jr. 
Keitz & Herndon 
Dallas 


National Guard Show 

The Jill Corey Show, a package of 
eight 15-minute filmed musical shows 
featuring the popular recording and 
television star and sponsored by the 
National Guard, will be released to 
television stations starting January 1, 
1957. 

I believe that the Corey show is the 
first filmed entertainment series of its 


(Continued on page 21) 





Ke) ey 


fo - 


KHQATV 


has the audience. According to the lat- 
est ARB, KHQA-TV leads in 18 of the 
top 20 nightime shows, 9 of the 10 
top multi-weekly shows. 


KHQA-TV has the market. Beamed to 
the heart of one of America’s most 
important balanced urban-farm mark- 
ets, the fertile Mississippi Valley, it 
wraps up the complete area market 





from within. 

Its power signal reaches tv families with 
money to spend. 

KHQA-TV has the power. With 316,000 
watts on Channel 7, it reaches 150,000 
tv families. 


We can show you how KHQA-TV means 
more audience, more coverage, more 


results. 





FULL POWER 
316,000 watts 


to serve the QUINCY 


HANNIBAL | AREA 
KEOKUK 


KHQATV 


CHANNEL 7 CBS 


LEE BROADCASTING, INC. 
Represented by WEED TELEVISION 


cope > 


SUCCESS STORY 


FIRST in audience appeal... rated top syndicated film in Portland (31.7*) and San 
Diego (27.4**), FIRST in time period in San Francisco (13.0**), Spokane (27.4**), 
Seattle (15.7**), Kalamazoo (15.5*), Wichita (52.7*) and St. Louis (18.2*). 


FIRST in excitement, presenting thrilling FIRST to dramatize the personality of the group _ FIRST with top advertisers . . . mak- 
“Front Page” dramas based on actual of law enforcement officers in action, with ing headline news in sales . . . 
police cases taken from the files of world- _ thrilling stories of arson, air,sea and mountain Miller Brewing, National Biscuit 
famous Sheriff Eugene W. Biscailuz, of rescues, murder, robbery, juvenile crime. Stir- Co., Safeway, General Electric, 
Los Angeles County... ring case histories to build audiences of all ages! General Tire, Petri Wine, etc. 


FIRST in sales results . . . testimoni- Wouldn’t YOU like to be FIRST in your market? 
als pouring in... renewals months Let “Code 3”... signal for flashing lights and 
in advance ... excitement and rec- screaming sirens... be your signal for action. 
ognition for you and your product. Write, wire, phone for complete details. 


"Pulse **ARB 


ABC FILM SYNDICATION, Inc. 


10 East 44th St., New York City, OXford 7-5880 
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How to shoot a black cat...in a coal mine 


An intriguing idea—and no longer 
bd ; impossible—thanks to Eastman Tri-X 
Reversal Safety Film, Type 7278 
‘(16mm only). pe 

Twice as fast as Super-X Reversal, 
Tri-X is of greatest value for shots 
e when light is at a premium, for jobs 
like newsreel service. Process it with- 
out a hitch—interchangeably with 

familiar Plus-X Reversal Film. 


é . Here again is manifest Kodak's 
é stated policy to provide an Eastman 
. f » ~~ Motion Picture Film for every Os 
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For complete information—type of film 
to use, latest processing technics— 


write to 


Motion Picture Film Department 


EASTMAN KODAK COMPANY 


Rochester 4, N. Y. 


East Coast Division 
342 Madison Avenue 
New York 17, N. Y. 


Midwest Division 
130 East Randolph Drive 
Chicago 1, Illinois 


West Coast Division 
6706 Santa Monica Bivd. 
Hollywood 38, Calif. 


or W. J. GERMAN, Inc. 
Agents for the sale and distribution of 
Eastman Professional Motion Picture 
Films, Fort Lee, N. J.; Chitago, Ill.; 
Hollywood, Calif. 


Letters 


type to be offered on a public service 


(Continued from page 18) 


basis. Each show carries two animated | 
one-minute recruiting spots. 

... this series is a new development 
in public service material—high enter- 
tainment value as a vehicle for public | 
service messages. 

James B. DEERIN | 

Lt. Col., NGB | 

Chief, Information Office 

National Guard Bureau 

Washington 25, D. C. 

Note: Stations interested in prints of this 


series should contact their local National 
Guard unit. 


Farm Market Reprints 

Please send me four reprints of 
“America’s Rich Farm Market Turns | 
to Television,” which appeared in the | 

October 22nd TELEVISION AGE. 
Joseru E. Lake 
Commercial Manager | 
wFrMy-Tv Greensboro | 


Progress 
. . Congratulations . . . on the 
wonderful progress you have made 
with your publication. 
JosepH A. McDonALp | 
National Broadcasting Co. | 


New York City | 


Would it be possible to have six tear 


Tearsheets | 
| 


sheets of “Tv News is Big News” from | 

the October 22nd issue of TELEVISION | 

AGE? 

DorotHy SANDERS | 

Promotion Manager | 

wLw-D Dayton | 

Note: Tearsheets dispatched. 
Good Article 


... | thought Sam wrote a very good 


” 


article (“Commercial Public Service, | 
by Sam Cook Digges, Tv ace Novem-| 
Ber 5)... 
MERLE S. JONES 

Executive Vice President | 

CBS Television | 


Travel Advertisers 

We are interested in knowing the 
extent that travel advertisers use tele- 
vision as a medium. Is it possible that 


(Continued on page 22) 


MEMO: TIME ee 


BUYERS! 


FIRST 


with a 


NOW—cover ALL Northeastern 
Pennsylvania with 11 Mil- 
lion Sales-packed Watts! 


LEADERSHIP . .COVERAGE . POWER 


GET THE FACTS! 


Wilkes-Barre 


Scranton 
Call Avery-Knodel, Inc. 


PERSONALIZED 
SALES 
SERVICE 


Use our Madison Avenue 
address and phone number 
as your New York office. 


We are prepared to act as 
your sales manager—we'll 
supplement your repre- 
sentatives or act as your 
reps independently. We'll 
get your sales story in front 
of New York and Chicago 
agencies insuring more busi- 
ness for your station. We 
operate on a retainer and 
commission basis. 


Write for further informa- 
tion. 


BOX 101 
TELEVISION AGE 
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in THE WORLD 
MILLION + 











Looking for Tv 
Success Stories? 


Then look no longer. The TELEVISION AGE series of Product Group 


Success Stories takes up each field of business separately, goes into 


its problems and strong points, then outlines in detail the many ways 


firms in each field have met their problems through television adver- 


tising. 


Each article includes dozens of actual television success stories. 


These tried and tested formats will help you show hard-to-sell 


prospects how they can use tv to build their sales. 


Reprints are available at 25¢ each, 20¢ in lots of 10 or more. Just 


fill out the coupon. 


Reader’s Service 


Television Age 


444 Madison Avenue, New York 22, N. Y. 


Please send me reprints of the Product Group Success Stories: 


Number of 
Bakeries & Bakery Products 
Dairies & Dairy Products 
Banks & Savings Institutions 
Dry Cleaners & Laundries 
Groceries & Supermarkets 
Furniture & Home Furnishings 
Home Building & Real Estate 
Jewelry Stores & Manufacturers 
Nurseries, Seed & Feed 


Hardware & Building Supplies 


Name 


Position at 


copies 


Number of copies 


Soft Drink Distributors 
Travel, Hotels & Resorts 
Sporting Goods & Toys 
Drugs & Remedies 

Gasoline & Oil 

Shoe Stores & Manufacturers 
Farm Implements & Machinery 
Electric Power Companies 
Gas Companies 


Telephone Companies 








Company___ 





Address___ 





City 





Zone State 





C1) I enclose payment 
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C) Bill me 











Letters 


you could supply us with some data 
on this? 


(Continued from page 21) 


L. D. DE SAVOYE 

Radio-Tv Department 

Cockfield, Brown & Co. Ltd. 
Montreal 

Note: One of the tv Ace Product Group 
articles: “Travel, Hotels & Resorts” deals 


with this particular group of tv advertisers. 
A copy has been dispatched to Mr. de Savoye. 


Co-op Requests 

In the November 5th edition of 
TELEVISION AGE is an article entitled 
“Co-op and Tv.” Do you have reprints 
available of this article? 

We have 35 clients who would like 
copies of this article and since we 
only receive three subscriptions on a 
regular basis we would like to procure 
reprints if possible. 


R. H. Bacon, gr. 

Sales Manager 

R. H. Bacon & Co. 

Editorial Research and Library Div. 
Chicago 


Note: Reprints of the list of 200 co-op tv 
advertisers are available on request. 


Product Group Series 

We are most impressed with “Gas- 
oline & Oil” the 15th in your series 
of product group success stories. We 
feel that this provocative, succinct re- 
port should be in the hands of dis- 
tributor and broadcaster alike. 

. - » Would you advise us how we 
might obtain 25 additional copies. 


Cuartes E. BELL 
Director of National Sales 
wsPa-Tv Spartanburg, S. C. 


Would you be kind enough to send 
us copies of your latest product group 
success stories? 

Do_pH FRANKLIN 
Director 


Dolph Franklin, Jamaica, N. Y. 


Note: Reprints of all of the Product Group 
success stories are available at 25c each, 20c 
in lots of 10 or more. Success stories have 
now appeared on: “Bakeries and Bakery 
Products,” “Dairies and Dairy Products,” 
“Banks and Savings Institutions,” “Dry 
Cleaners and Laundries,” “Groceries and 
Supermarkets,” “Furniture and Home Fur- 
nishings,” “Home Building & Real Estate,” 
“Jewelry Stores & Manufacturers,” “Nurse- 
ries, Seed & Feed,” “Hardware and Build- 
ing Supplies,” “Soft Drink Distributors,” 
“Travel, Hotels & Resorts,” “Sporting Goods 
and Toys,” “Drugs and Remedies,” “Gasoline 
and Oil,” “Shoe Stores and Manufacturers,” 
“Farm Implements and Machinery,” “Elec- 
tric Power Companies,” “Gas Companies” 
and “Telephone Companies.” 
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WJIM WJIM-TV 


LANSING, MICHIGAN 


...now represented by 
PETERS, GRIFFIN, WOODWARD, unc. 


Pioneer Station Representatives since 1932 


WJIM the radio station most listeners in Lansing prefer— 
with a strong line up of the most popular local radio per- 


sonalities and programs to serve the community interest. 


WJIM-TV Lansing’s only VHF station with CBS, NBC and 


ABC programming. 


Lansing, Michigan—with a balanced economy. Home of 
important industry, Capital of the State and the Campus 
of Michigan State University. 





NEW YORK CHICAGO DETROIT ATLANTA FT. WORTH HOLLYWOOD SAN FRANCISCO 
250 Park Avenue 230 N. Michigan Ave. Penobscot Bldg. Glenn Bldg. 406 W. Seventh St. 1750 North Vine St. Russ Building 
YUkon 6-7900 FRanklin 2-6373 WOodward 11-4255 MUrray 8-5667 EDison 6-3349 HOllywood 9-1688 SUtter 1-3798 
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“FAN IN THE STANDS” 
{15 min. preceding ““Warm-Up”) 





(bet. “Fan in the Stands” and “Warm-Up”) 

“WARM-UP” (ten minutes) 

MINUTE (bet. “Warm-Up” and “Game”’) 

CO-SPONSORSHIP OF GAME $5608.92) | 

MINUTE (bet. Game and “Tenth Inning”) I 
__ “TENTH INNING” 

ORIOLES “NEST” 

HOT STOVE CORNER 

PAUL RICHARDS SPEAKS 


WBAL 


24 December 17, 1956, Television Age 








| 
| 
| 
j 
MINUTE 
| 
] 
| 



























NOW ON POWERFUL 


50,000 WATT 
WBAL 


Baseball will be bigger than ever this year! Every 
single Oriole Game will be broadcast on Mary- 
land's BIG STATION—50,000 watt WBAL. 
Coverage will be far and wide all over Maryland 
and surrounding states, too. One-half of each 
game is being sponsored by Gunther Beer. You 
can get your product into each game —if you act 
at once! Call WBAL or any Christal office soon ! 


1090 ON YOUR DIAL ¢ 50,000 WATTS 
Nationally represented by HENRY |. CHRISTAL CO. 








wars mas sme neces Pele-Scope 





Big Stations Big Movie Users 

Largest television stations are the biggest users of tele- 
vision feature film, according to a survey of all stations 
just completed by Tv ace. Not only do they schedule more 
feature film each week than smaller stations, but a larger 
percentage of it is fully sponsored than on any other class 
of stations, the study reveals. A complete report on station 
use of feature film will be included in the December 31st 
issue of TV AGE. 


General Cigar Buys Network and Spot 

General Cigar Co.’s recent $2-million, 52-week buy of 
ABC-TV’s Monday-through-Friday 15-minute show, John 
Daly and the News, will be augmented during the year 
with spot schedules in selected major markets. The maker 
of Robt. Burns Cigars and Cigarillos and White Owl Cigars 
will give up the Thursday and Friday segments of the 
program to E. I. Du Pont de Nemours & Co., Inc., be- 
ginning March 14, 1957. Young & Rubicam, Inc., New 
York, is the General Cigar agency; Batten, Barton, Dur- 


stine & Osborn, Inc., New York, handles Du Pont. 


175,000 Color Sets as Year Ends 

Total color television sets in the nation’s homes this 
Christmas will be close to the 175,000 figure, a check of 
distributor’s sales reveals. While this is considerably 
smaller than had been hoped by color proponents, it is 
still a sizable increase over the beginning of the year when 
color sets in use came to around 44,300. RCA, biggest 


promoter and producer of compatible color, will probably . 


continue to carry the load in 1957, since other producers 
have been slow to take up the campaign, but consumer 
interest in color is on the increase, and continued prosper- 
ity might give color sales considerable impetus next year. 


Sterling Adding 

Sterling Drug Co., Inc., through Carl S. Brown Co., 
N. Y., will continue into next year its spot schedules for 
Dr. Caldwell’s Laxative and Z. B. T. Powder. For Fletch- 
er’s Castoria the company will add 16 new markets to its 
present lineup of 18 markets, starting in January. These 
placements will go through March and will consist of a 
couple of daytime minutes and 20’s per week. Rose-Marie 
Vitanza is the timebuyer. 


Hess & Clark Eyes Tv 

Hess & Clark, Inc., of Ashland, Ohio, maker of animal 
health products and feed medicaments, is reported to have 
money set aside for tv advertising and is looking for ways 
to spend it. Klau-Van Pietersom-Dunlap, Inc., Milwaukee, 
is the agency. 
CBS Spot Sales Business Up 

In his recent speech before 13 general managers of sta- 


tions represented by CBS Television Spot Sales, John A. 
Schneider, general manager of Spot Sales, stated that his 


organization’s total billings would be 21 per cent higher 
in 1956 than they were in 1955. Mr. Schneider further 
predicted that tv spot advertising would continue to grow 
in 1957, although he conceded that the increase might be 
slightly less than the percentage rise of the past 12 months. 
He also pointed out that additional spot business ought to 
be coming from a number of companies which have not 
yet used the medium. 


Shoe Campaign in 115 Markets 

The spring tv-spot campaign for Roberts, Johnson & 
Rand Division of International Shoe Co., which was first 
considered for some 20 markets (see Nov. 19 Spot Re- 
port), has been greatly extended and will be placed in 
approximately 115 markets. Krupnick & Associates, Inc.. 
St. Louis, is the agency; Fred Wuellner, media manager, 
will supervise the buying. 


Furst to Burke-Stuart 

Lionel Furst, timebuyer on L&M cigarettes at Dancer- 
Fitzgerald-Sample, Inc., New York, has resigned to join 
the tv-radio representative firm of Burke-Stuart Co., headed 
by Ted Oberfelder, former general manager of WABC-TV 


New York. 


Closed Circuit Expansion 

TelePrompTer Corp. has acquired Sheraton Closed Cir- 
cuit Television, Inc., and formed the newly combined 
services into a division known as Group Communications 
Division. According to a spokesman, the division will con- 
centrate initially on industrial closed-circuit activities. But 
Group Communications eventually expects to extend its 
closed-circuit coverage to include sports and entertainment. 


Fight to Hold Film Business 

The underlying purpose of the recent meeting of the 
New York Film Producers Association and the heads of 
12 New York film laboratories was to pool ways and means 
to insure holding tv-film production in the east. It was 
generally agreed by both groups that equipment, service 
and color treatment were the sensitive areas that needed 
the most attention. This meeting was the first of a series 
that the Film Producers Association intends to hold with 
all elements of production. 


Programs Sell Insurance 

Hardware Mutuals, Wisconsin automobile, home and 
business insurance company, has found that local tele- 
vision is its best method of intensifying all of its adver- 
tising efforts but likes to buy programs rather than an- 
nouncements. “Sponsorship of such shows has a double 
advantage,” says Had Manske, advertising manager. “First, 
better name identification. . . . Second, the complications 
of fire and casualty insurance require the longer com- 
mercial time permitted in ten- and 15-minut~ programs.” 
(See “Insurance Companies,” page 42.) 
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- HOW DOES A TWO-STATION MARKET 
BECOME A ONE-STATION MARKET? 


e When one station captures 83% of the daytime audience; 
A: * 72% of the nighttime audience!* 





THIS HAS HAPPENED IN THE RICH UPPER NORTHWEST MARKET... 


KFYR-TV’s phenomenal Pulse ratings prove that 


1. KFYR-TV has dominent coverage of Bismarck and the rich rural 
upper Northwest area 


2. KFYR-TV has superior programming and facilities 


3. KFYR-TV is the pioneer station in the market . .. Bismarck’s FIRST 
station by any yardstick 


*RESULTS OF THE OCTOBER, 1956 PULSE: 
































Monday to Friday Saturday Sunday 
Stati 1 PM- 6 PM- 12 N- 6 PM- 12 N- 6 PM- 
woemad 6 PM 11 PM 6 PM 11 PM 6 PM 11 PM 
KFYR-TV 83 72 73 72 64 73 
Station B 17 28 27 28 36 27 
PLUS: KFYR-TV has all the top 15 once-a-week shows 
all the top 10 multi-weekly shows! 





For availabilities and further information, call or wire 


KF YR-tv 


BISMARCK, NORTH DAKOTA * CHANNEL 5 — 100,000 WATTS 


Represented by BLAIR TELEVISION ASSOCIATES and HARRY S. HYETT CO., Minneapolis 
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Business barometer 





In September, national spot billings turned upward with a vengeance after three 
dull months, each of which showed a decline in totals from the 
month before. 








The exclusive TELEVISION AGE Business Barometer shows that national spot 
billings in September were 16.6 per cent ahead of August. 





This is almost the same, but slightly ahead, of the upturn in national spot 
billings in the same month a year ago, when September was up 16.2 per 
cent from the previous month. 





As previously reported, national spot billings for the third quarter of 1956 
were off considerably from those in the second quarter. TvB has placed 
the billings totals at $84 million the 














third quarter and $106 million the second. SPOT BUSINESS 
April May June July Au Se 
This is a regular seasonal pattern that must be 

expected every year. The Business Barom- 105 
eter shows that this year July was off 100 
13.2 per cent in national spot billings 95 
from June, which, in turn, was off 9.4 on 
per cent from May. August was down 2.3 a: 
per cent from July. 1956 = 


The upturn for September seems to indicate that 
national spot _ is making a vigorous a 
comeback which may well be continued in 65 
October as well. 60 


Last year the drop in spot billings began in June = 0) 
with a decline of 6.9 per cent, continued ? 
in July with 5.6 per cent, then turned ‘ 
upward in August 2.4 per cent. This was - 


not so severe a sag as that which was 1955 
felt this year but, of course, the 

national spot volume to which these per- 

centage figures apply was smaller in 1955 


than it is today. Vs 

10 

The chart on this page illustrates national spot : 
activity for the six-month period for 1954 

the three years during which the Business — v 


Barometer has been in operation. 


























By station classification the study of September 
national spot billings shows that the 
smallest stations (those with total annual billings under $500,000) 
gained much more than the national average in spot business. 








Next larger stations, those with billings between $500,000 and $1 million, were 
very near the average in their gains. 





Stations with billings between $1 and $2 million gained a little less than the 
average in spot business. 





Bigger stations, those with billings between $2 million and $3.5 million, were 
well over the national norm in increases. 





And largest outlets, those with billings above $3.5 million, showed considerable 
fluctuation,with some much higher than the national figure and some 
much less, but averaging out close to the 16.6=-per-cent gain. 





The copyrighted reports are prepared from percentages which are furnished to the 
editors of the magazine by Dun & Bradstreet. That firm prepares the 
percentages from figures sent to them by television stations in all 
sizes and types of markets in every part of the country. 
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Now Nielsen proves it... . 


KXLY’s your pest sPOKANE BUY! 


Results of the first comprehensive Nielsen survey ever taken in Spo- 
kane’s huge Inland Empire market prove conclusively: 

KXLY-TV delivers more audience, reaches a greater area, in 14 out 
of the 16 categories Nielsen measures. 


What’s more KXLY delivers 11% more audience in weekly circu- 
lation at 23% less cost than its nearest competing station! 








LATEST NIELSEN REPORT SHOWS 
KXLY LEADS SPOKANE MARKET 
COVERAGE IN FOURTEEN OUT OF 
SIXTEEN RATING CATEGORIES! 





TOTAL INLAND EMPIRE 











KXLY-TV 


CBS-Chan. 4 


NUMBER © 


HOMES 
REACHED 


120,190 


118,520 


DAYTIME 
WEEKLY 
circ. 


105,803 


DAYTIME 
DAILY 
circ. 


NIGHTTIME 
WEEKLY 
circ. 


118,420 





NIGHTTIME 
DAILY 
Circ. 













































































Station B 224,600 111,150 109,120 122,680 95,180 66,330 108,810 91,180 
Station C 224,600 107,740 103,570 122,680 78,700 50,060 102,720 73,530 
SPOKANE COUNTY COVERAGE 
900 0 ‘ 0 40 35,310 ' 51,000 
Station B 82,900 62,510 62,130 62,510 52,500 sit 62,130 0 
Station C 82,900 62,510 61,500 62,510 43,560 28,190 | 61,500 | 44,810 
TAP THE BILLION-DOLLAR* SPOKANE MARKET 
WITH THE COST-LESS NO. 1 STATION 
*19353 Inland Empire Retail 
Sales $1,313,678,000 
Channel 
KY CANADA 
ws 
WASH 
of x 
MONT 
A “Ss 
NN 
OREGON 
SEATTLE-PORTLAND IaAHO 
ART MOORE AND ASSOCIATES id 











REPRESENTATIVES: AVERY-KNODEL 


NEW YORK * CHICAGO ¢ DETROIT © SAN FRANCISCO ¢ LOS ANGELES © DALLAS ¢ ATLANTA 
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Importance of film print quality . . . 
First use of magnetic tape by network . 
More information on farm tv needed . 





FEATURE-FILM QUALITY. With 
the latter-day bundles of features from 
Hollywood vaults living up to all pre- 
dictions in audience and advertiser 
pull, there seems to be just one hitch 
in this gold-filled programming. 

In September, Tv-AGE reported that, 
what with all the souped-up feature 
activity, processing labs would be 
swamped with print orders, a factor 
that could downgrade technical quality 
and delay deliveries. 

This month the first complaint re- 
garding quality was registered, albeit 
from a perfectionist who is with a 
group of stations that dotes on perfec- 
tion. 

The director of audio-video engineer- 
ing for Westinghouse Broadcasting, 
Raymond J. Bowley, has publicly de- 
clared that: “With sales of feature-film 
packages for television use providing 
substantial financial return to movie 
distributors today, it is time more of 
them started providing broadcasters 
with prints made to television specifica- 
tions rather than theatre specifica- 
tions.” 

He added that it’s up to stations to 
establish and maintain standards of 
quality, and to refuse to accept an in- 
ferior product. 

For staff men at the second annual 
WBC film-program meeting Mr. Bow- 
ley demonstrated his points with side- 
by-side exposure under home-viewing 
standards of a feature for theatre use 
and a feature printed to Westinghouse 
specifications. There was a marked 
superiority in the Westinghouse film, 
according to the attending WBC head- 
quarters executives, station program 
managers and film supervisors. Pre- 
siding was Richard Pack, national 
programming director. 


CONTRAST DIFFERENCE. “The 
human eye can accommodate to the 
100:1 contrast range of the motion 


page 29 
page 29 
page 31 


picture screen,” explained Mr. Bowley, 
“but television, required to transmit 
within certain specifications, can re- 
produce only about a 30:1 range. The 
result, when films made to theatre 
standards appear on home television 
screens, is a loss of detail in the high- 
lights and shadows. The highlights 
tend to wash out, the deeper shadow 
areas go black and the picture as a 
whole suffers in quality.” 





RICHARD D. PACK 


... heads WBC programming conference 

Syndicated films, lighted and shot 
specifically for tv, usually give a bet- 
ter, more detailed picture on the home 
receiver than feature films, he said. 
But features can, in processing the 
duplicate negative and the tv print, 
have the contrast range compressed for 
improved tv projection. 

A check of film distributors and 
processing labs indicates a_ harried 
awareness of the problems cited by 
the Westinghouse engineer. The con- 
trast range can be lowered to an ac- 
ceptable point, but never to the level 
of film shot specifically for tv. And the 
adaptation to tv specifications taxes 
lab facilities because it takes a good 
deal longer than a_ straight 
through of a theatrical print. Film 


run- 


must be run through several times 
with varying treatment for different 
scenes. 

Consequently, film can’t be delivered 

as fast as hoped. And at the lab there 
are more rejects than films sent out. 
One feature-film distributor says his 
company gets around the problem by 
ordering twice as many features a 
month than are actually needed. Thirty 
will be ordered when 12 will fill the 
basic needs of stations. Maybe 15 will 
come through. 
HOUSE-PRINT SOLUTION. At the 
Pathe labs in New York, where the 
RKO package is being processed, the 
report is that some 40 to 60 features 
—about 30 prints of each—are being 
turned out a month. Supplying the 
station with a house print, as RKO 
is doing, gets over the obstacle faced 
by most syndicators—that of the 
quick rental and the return of damaged 
prints. 

The house print is one way that a 
number of stations are able to main- 
tain higher quality. At wcss-tv New 
York, for instance, there are deals for 
house prints with MGM, Allied Artists. 
Warners and other producers supply- 
ing features for the station’s heavy 
film schedule. 

Unlike Westinghouse, most stations 
are too satisfied with the commercial 
lineup and the feature rating to be 
overly concerned with technical per- 
fection. 

At the CBS New York flagship, for 
film Bill Lacey 


opines that no engineer will ever be 


instance, manager 
happy with anything that isn’t perfect. 

At the same time, Mr. Lacey was 
quite happy himself while reporting a 
Trendex of 28-plus for 
Decision, slotted on The Late Show 
(11:15 p.m.) on a recent Saturday 


Command 


night. 

AMPEX TAPE IN USE. The problem 
of delayed network tv programming 
advanced a step nearer a practical 
solution two weeks ago when the first 
use of Ampex magnetic tape for re- 
broadcasting of a regularly scheduled 


(Continued on page 31) 
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LEO'S ON 
TOP IN 
NEW YORK! 











2K WCBS-TV TRENDEX Saturday, December 1 


ig | MGM 


wo cae A SERVICE OF 
E - > <a =, LOEW'S INCORPORATED 
- ™ Write, wire or phone 
- ™ Charles C. Barry, Vice-president, 
= : 1540 Broadway, New York 
- 
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i | 5 


News 


(Continued from page 29) 


television program took place. On Nov. 
30, and for several successive nights, 
the CBS Television newscast, Douglas 
Edwards With the News, which origi- 
nates in New York, was received and 
recorded on magnetic tape at the net- 
work’s Television City in Hollywood 
and then fed to CBS-TV’s west-coast 
affiliates. 

A month earlier NBC-TV had held a 
first on-the-air public showing of 
RCA’s color tape recorder by incorpo- 
rating in the Jonathan Winters comedy 
show on Oct. 23 a three-minute ap- 
pearance by singer Dorothy Collins 
which had been taped the day before. 
The showing was labeled a “progress 
demonstration” by NBC, which, al- 
though awaiting delivery of three re- 
corders being manufactured by the 
Ampex Corp., has been steadily testing 


RCA’s color-black-and-white model. 


Daytime Audience 


The increasing importance of 
daytime television has been un- 
derscored again with the release 
by the Television Bureau of 
Advertising of January-October 
1956 Nielsen figures showing 
that while the average tv adver- 
tiser is reaching 17 per cent more 
homes this year than last, the 
average weekday daytime spon- 
sor is getting his message into 21 
per cent more homes during the 
week, and 23 per cent more 
homes via daytime week-end pro- 
gramming, than in 1955. 

The average evening network 
program is reaching more than 
a million more homes per broad- 
cast this year than last, while the 
average increase for weekday 
daytime programs is 475,000 
homes. For the average week-end 
daytime program the figure is 
770,000 more homes. 

This, significantly, is the tenth 
successive month of the current 
year in which Nielsen has re- 
ported advertisers reaching more 
homes with network television in 
all three program categories than 
in the same span of last year. 











Of the five Ampex units ordered by 
CBS-TV, two have already been in- 
stalled at the network’s Hollywood stu- 
dios, one was delivered to the New 
York headquarters earlier this month 
and the remaining pair are due shortly. 
With the two recorders in operation on 
the west coast, it would appear that 
CBS will greatly increase its use of 
them as replacement for the current 
system of “hot” kinescopes, which are 
both time-consuming and of inferior 
picture quality. 

William Lodge, CBS Television en- 
gineering vice president, is, however, 
being conservative in his estimate of 
how quickly and to what extent the 
network will shift to magnetic-tape re- 
broadcasting in place of kinnies. “You 


RCA’s color tape recorder as it was 
first demonstrated in May, 1955. 


have,” he says, “to learn how to walk 
before you can run.” 


NBC AND ABC PLANS. Despite its 
order of three recorders from Ampex, 
NBC is understandably concentrating 
on the development of the RCA ver- 
sion, which can receive and play back 
color images. The Ampex machines re- 
produce only in black-and-white. 

NBC headquarters in New York has 
been the testing ground since May of 
1955 for RCA’s color tape recorder, 
which was first announced in December 
1953. With the successful “progress 
demonstration” of this unit on the 
Winters show, an announcement that it 
is finally ready for production could be 
made at any time. 

At the moment, the American Broad- 
casting Co. has no plans for the use of 
tape. The network hasn’t contracted 


for any of the Ampex units as yet, and, 
according to a company spokesman, 
“ABC is waiting to see how tape works 
out for commercial use” before jump- 
ing on any magnetic bandwagon. 

In addition to the eight recorders be- 
ing manufactured for NBC and CBS, 
Ampex was to have turned out another 
five pre-production prototype models 
for early fall delivery to various re- 
search laboratories studying possible 
industrial and military uses for the 
recorders. 

In August, Philip L. Gundy, man- 
of Ampex’s Audio 
stated that the steadily mounting or- 


ager Division, 
ders from networks and stations would 
be filled by early spring 1957. At that 
time the first production units, more 
than 100, are supposed to be ready for 
shipment. The pre-production models 
ordered by CBS and NBC cost $75,000 
each, while the production units will 
shave the price to $45,000 per re- 
corder. 


FARM TV INFORMATION. Ty sta- 
tions are not supplying farm adver- 
tisers and their agencies with adequate 
farm-audience information. 

So says Dr. A. L. Andrews, adver- 
tising manager, Hess & Clark, Ash- 
land, Ohio. The veterinarian-ad man 
was a speaker at the 13th annual meet- 
ing of the National Association of 
Television & Radio Farm Directors. 

Farm radio and farm publications 
know their product well and sell it 
well, declares Dr. Andrews. But there 
is practically no such thing as farm 
television from an advertiser's view- 
point. 

When Hess & Clark set out to buy 
television this year, says Dr. Andrews, 
“What little information we were able 
to get about farm audiences, the proof 
of value of farm-television program- 
ming where it existed—and very little 
did—we had to ferret out for our- 
selves.” 

To discover tv the hard way, Hess 
& Clark and its agency, Klau-Van 
Pietersom-Dunlap, Milwaukee, ran 
their own small-scale test. 

Two stations were used, WBAY-TV 
Green Bay and wmt-tv Cedar Rapids. 
They were selected because they were 
located in good dairy areas, both pro- 
vided good rural coverage with a mini- 
mum of urban coverage and both had 


(Continued on page 56) 


December 17, 1956, Television Age 








Giratte trom the bottom of its iront 
top of its head has towered 17 feet 
+.. the better to reach the choice tender 


are now getting WBRE—TV'S 
3 17 COUNTY COVERAGE 


oe a As a Basic NBC-TV Station, you know of course, that WBRE-TV carries 
D yards in less thon 17 seconds every NBC Network show to this big 17 County area comprised of office, 
factory, mining, industriel and agricultural wage earners. But, loos at this 
list of eighteen t regional and national "show sponsors” during 
the past ‘12-months and you'll get some idea why WBRE-TV is your best 
buy in Northeastern Pennsylvania: 


"Stage 7". . . Chef Boy ArDee; “Man Called X". . . Stegmaier Beer; “Goiden Play- 

house". . . Esso Standard Oil Co.; “Guy Lombardo". . . Wise Potato Chips; "Badge ga : ~ 4 
714". . . National Bohemian Beer and Top Value Trading Stamps; “Susie”. . . Susque- Se ee. ee 
hanna Frozen Foods and Savarin Coffee; “Science Fiction Theatre". . . LaRosa Spaghetti Ri ap . ' ———a 
and Gentleman Janitor; “Dr. Hudson's Secret Journal”. . . Wilson Packing Co.; “Highway 

Patrol". . . Ballantine Beer; “I Spy". . . Raker Paint Co.; “Crunch and Des”. . . Utica 

Club Beer; "Stars of Grand Ol Opry". . . Pillsbury Mills; “Heart of the City". . . Better- 

house, Inc.; "Little Rascals". . . Bosco and Clark Bars. 


a 
an [G8 BASIC BUY : National Representative : The Headley-Reed Co. x 


o 
Counties Covered: LUZERN. ee LYCOMING COLUMBIA 
SCHULYKILL NORTHUMBERLAND NRO. E WAYNE 
WYOMING SULLIVAN SUSQUEHANNA BRADFORD UNION 

SNYDER MONTOUR CARBON 








a | TV Channel 28 
ere om ane pN WILKES-BARRE, PA. 


re of all four hooted animals 


“The Walrus is prized for the ivory in # upper tusks 
which grow over I7° in length I1s scientific name means 
literally... those who walk (baino) with their teeth (odos). 














Cagers court tv) 


4y ince pro basketball started to use national 

television three years ago, its attendance has 
risen 30 per cent. And the increased enthusiasm 
generated for the game through its exposure on 
video has pushed basketball into the top three 
among televised sports. 

This popularity is proving a boon to sponsors 
as well as to the sport itself. When asked how he 
would gauge the effect of television on basketball, 
Maurice Podoloff, president of the professional 
National Basketball Association, said that “tele- 
vision has promoted the gate” and in general has 
been of “great benefit.” 


With the season now pulling away in high gear, 
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Viewers, sponsors, promoters 


all pleased with third member 
of sports big three 


basketball has not only become an important 
program factor, but will have a total advertiser 
investment of more than $5 million. Tv coverage 
will not only follow the traditional patterns of 
local station packages and network schedules, 
but will include a new and specialized regional 
sports ‘packaging. 

NBC-TV, which is telecasting the pro basketball 
games, is attempting to link together the basket- 
ball-baseball-football triumvirate in one package 
on a continuous 48-week basis. The network has 
proposed to agencies a plan for quarter sponsor- 
ship which will amount to more than $7 million 
if sold out. Under the plan, an advertiser can buy 
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basketball 


one-fourth of the pro 
schedule for $325,000, a quarter of 
a 26-game baseball line-up for $650,- 


000 and one-fourth of the NCAA 
football package for $800,000. The 
idea behind the project is to woo ad- 
vertisers who are interested in reach- 
ing that vast male sports audience on an 
almost continual year-round basis. It 
assumes that a sponsor is just as 
anxious to tell his story to the football 
audience as he is to tell it to basket- 
ball viewers. And, barring considera- 
tions of ratings and depth of popu- 
larity of the three sports, the make-up 
of blocks of viewers is essentially the 
same. 

Professional basketball is being pre- 
sented by NBC-TV for the third 
straight season on between 160 and 
170 stations. A 15-game schedule on 
Saturday afternoons started last Sat- 
urday (Dec. 15) and will run through 
March 30. When the package is sold 


out it will amount to a $1.3-million 
expenditure by advertisers. At press 
time, Carter Products, Inc., for Rise 
Shave Cream, was to sponsor one- 
quarter of the first two Saturday con- 
tests and one-quarter of six games on 
alternate weeks starting Jan. 12. Bris- 
tol-Myers Co. (for Bufferin and Vi- 
talis) has bought one-quarter of seven 
games on alternate weeks starting Jan. 
5. Agency for Carter is Sullivan, 
Stauffer, Colwell & Bayles, Inc., New 
York, and Bristol-Myers is serviced by 
Doherty, Clifford, Steers & Shenfield, 
Inc., New York. 


Brown & Williamson Signs 


Brown & Williamson Tobacco Co. 
for Viceroy cigarettes has signed for 
one-quarter sponsorship on four dates. 
Ted Bates & Co., New York, is the 
agency. 

Big Ten basketball is being presented 
regionally this year by the new Sports 


Programs, Inc., in conjunction with 
Sports Network, Inc. Standard Oil of 
Indiana, through D’Arcy Advertising 
Co., Chicago, will sponsor half of all 
the games, which got under way 
last Saturday and will run for 13 Sat- 
urdays through March 9. The remain- 
ing half is being held open for local 
sponsorship. The Big Ten games will 
be seen in more than 30 cities in six 
states (Iowa, Indiana, Illinois, Mich- 
igan, Minnesota and Wisconsin). 

This regional schedule, according to 
a TV AGE estimate, is running $65,000 
a quarter and when completely sold 
will total about $260,000. 

One of the most flexible—and de- 
sirable—aspects of sports as program- 
ming is its strong local appeal. This 
generally results in expenditures at the 
local level that almost equal advertis- 
ing outlays at the national point. 


Many Colleges Televised 


Basketball is certainly no exception 
to this rule. If anything, it would seem 
that the hoop sport.is strongest on the 
home-town scene. Colleges, for ex- 
ample, work out numerous package 
deals with local stations for the tele- 
casting of all or part of the home 
games. Road or away games are ex- 
cluded in most cases from tv coverage 
because of the excessive costs in cable 
and line charges. Rights to the college 
games are generally bought by the sta- 
tion on a per-game basis and vary from 
$100 to $300 a game, depending on 
the school, the popularity of its sched- 
ule and the pulling power of a special 
contest. Certain “big” games that are 
played in sports palaces like New 
York’s Madison Square Garden can 
bring a college as much as $500 in tv 
rights. 

Professional basketball works in a 
similar way. In addition to national 
network coverage, two of the eight 
pro teams have extensive tv coverage 
by local stations. Rights to these games 
are also sold on a per-game basis, 
costing over $5,000 a tilt. The Na- 
tional Basketball Association places no 
restriction at all on the individual 






































clubs where television is concerned. 
Each team is free to have as much tv 
as it likes, with no limitations as to 
“blackout areas,” as in the case of the 
National Professional Football League. 
The two teams using local tv this year 
are the Philadelphia Warriors and the 
New York Knickerbockers. The War- 
riors are telecasting 25 road games 
over WPFH Wilmington-Philadelphia. 

Co-sponsoring the tv coverage is 
Ballantine Beer & Ale and Plymouth 
car dealers in the Philadelphia area. 

For Ballantine, this represents a 
major step in year-round use of sports, 
taking advantage of what a spokesman 
described as the “sports impact.” Until 
this past fall Ballantine had been con- 
tent with its ten-year sponsorship 
(seven of it on tv) of the New York 
Yankees baseball team. Having “ex- 
tremely successful” results with this, 
the brewery launched into pro foot- 
ball this year for the first time and 
co-sponsored the New York Giants on 
a northeastern regional network (see 
“Touchdown for Tv,” Tv AGE, Sept. 
24, 1956). And now this sports cover- 
age is further extended to include 
basketball. Although this year-round 
line-up is not seen continuously in 
every Ballantine market, it does indi- 
cate a growing awareness of sports 
programming as a desirable commer- 
cial vehicle throughout the year. 

In the case of the football buy, a 
company spokesman said this was 
made specifically to bridge the gap in 
New York between the close and start 
of Yankee baseball. Ballantine also has 
been co-sponsoring the Philadelphia 
Phillies baseball telecasts. William 
Esty Co., New York, is the agency for 
P. Ballantine & Sons, Newark, N. J. 

The Philadelphia Warrior games 
over WPFH will be seen from Nov. 7 
to March 10 in northeastern Maryland, 
Delaware, southern New Jersey and 
greater Philadelphia, from arenas in 
New York, Boston, Rochester, Syra- 
cuse and Hershey, Pa., the last for one 
game with the Minneapolis Lakers. 
Obviously, no attempt is being made 
to televise the cage tilts from such dis- 


tant points as St. Louis, Minneapolis 
and Fort Wayne because of the high 
cable costs. 

wP1x New York will once again tele- 
cast the home tilts of the New York 
Knickerbockers. The games will be co- 
sponsored from Oct. 27 through Nov. 
27 by Wildroot hair tonic, Krueger 
beer and Robert Burns cigars, and 
from Dec. 1 through March 5 by the 
above sponsors plus Mennen. These ad- 
vertisers are part of a package that 
backs other basketball tv coverage on 
wPix. This year 20 home games of the 
Knicks will be seen. 

The Boston Celtics ran into an un- 
usual problem for commercial tv as 
they tried in vain to arrange a tv 
schedule. The Celtics had a sponsor, 
Carling’s beer and ale, and, of course, 
the program, yet they couldn’t clear 
time because only two stations are on 
the air in this major city. The Celtics 
and Carling’s made every attempt to 
work out an arrangement for their 
Sunday afternoon games as they had 
done the past few years, but they still 
ran into a hardwood floor. They even 
tried WMUR-TV in nearby Manchester, 
N. H., but that fell through. In the 
past WNAC-TV Boston carried the games. 

To point up the critical station situa- 
tion in the Hub, Walter Brown, pres- 
ident of the Celtics, told Tv ace that 
not even NBC’s Saturday-afternoon 
basketball line-up will be seen. 


Lakers Without Tv 


The Minneapolis Lakers, described 
by a spokesman as the “outpost” of 
the league, wanted to televise its road 
games. The costs were found to be too 
exorbitant and “no sponsor would 
touch it.” Consequently, the Lakers 
will not use tv this year, except for the 
possibility of a “few games.” This 
represents a departure for the Lakers, 
who in the past have televised their 
Wednesday-night home games. A 
spokesman pointed out that a decline 
in attendance on Wednesday night last 
year prompted the club to experiment 
with no home tv. As a contrast to this, 

(Continued on page 52) 











John P. Cunningham 


president 


t’s been a big year for the men from 
Cunningham & Walsh. 

In the last baker’s dozen of months, 
the agency which was founded in 1919 
as Newell-Emmett Co. has been hyper- 
active in the chronic client crisscross 
of Madison Avenue. 

The C&W offensive has been vigor- 
ous. The entire Texaco account, Amer- 
ica, Cyanamid, James B. Beam 
Distilling, B. F. Goodrich (sponge- 
products division), George W. Helme 
Co. (Viking Snuff) and all of the 
Sears-Roebuck business been 
brought in. 

This hard drive for new business 
has been inspired in good part by 
some notable departures: Northwest 
Airlines, Lentheric, Gordon Baking 
and the heavy bankroll of long-time 
tenant Liggett & Myers. L&M’s were 
moved to Dancer-Fitzgerald-Sample 
last February. The rest of the account 
shifted to McCann-Erickson in May. 


have 
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Fred H. Walsh 


chairman of the board 


Robert R. Newell 


executive vice president 


C&W on the offensive 


C&W’s comeback has been expedited 
by three Conklin - Mann 
agency (American Cyanamid and other 
business amounting to about $5 mil- 
lion); the Mayers Co., Los An- 
geles (Sears-Roebuck), and Brisacher- 
Wheeler, San Francisco (combined 
billing about $9 or $10 million). 

It means that Cunningham & Walsh 
should be off on a new summit next 
year with billings of about $50 million. 

Possibly the year’s biggest changes, 
though, have been on the inside. 

On the fourth floor at 260 Madison 
Avenue, where once a virtual agency 
within an agency handled nothing but 
the $15-million Chesterfield business, 
there is now the centralized tv and 
radio department. Here every phase of 
the agency’s broadcast advertising is 
being created—what C&W’s air men 
call custom television and custom 
radio. This includes such distinguish- 
able tv-spot campaigns as those for 


mergers: 


Chase Manhattan Bank, AT&T’s “yel- 
low pages,” Sunshine biscuits and, new 
this month, Texaco’s national drive for 
its new gasoline. 

A distinguished and fresh approach 
to the newest advertising medium is in 
the C&W tradition. In the Twenties, 
when print campaigns were experimen- 
tal at best, there was the famous Ches- 
terfield pioneering pitch to women 
smokers, “Blow Some My Way.” To- 
day there are the photographically 
brilliant New York Daily News posters. 

Summing up the agency’s concen- 
trated tv activity, John P. Cunningham, 
C&W president, concludes: “Ty is the 
most vital form of advertising there is. 
There is no more effective way to sell 
—sound, motion, graphics.” 

This, he feels, goes almost without 
saying in enlightened ad circles. But, 
he adds: “The big thing about tv is 
that it’s now possible to use it and 
cover the market. There are products 















George S. Fowler 
senior vice president 


Edward G. Comstock 


senior v. p. & secretary 


George A. McMoran 
senior v. p. & treasurer 


Herbert S. Fox 
senior vice president 


New business expected to 





put Cunningham & Walsh's billings 


at a new high in 1957 


today being built in tv alone. I don’t 
think any one of us in the early days 
thought that the time would come so 
fast when an advertiser could use tv 
exclusively and still make the sales 
quotas.” 

The agency head is speaking from 
firsthand knowledge. For the last ten 
years the widely quoted—and wel- 
comed throughout the industry—C&W 
Videotown research and reports have 
been an accepted guide for the agency 
and its clients and the tv industry. 

In the early days, Videotown gave 
the answers to questions then pertinent: 
What is tv’s rate of growth? How 
many sets will be sold next year? What 
kind of people are buying and watch- 
ing tv? What is the effect of tv on 
other leisure activities? How do 
people’s habits change after getting a 
tv set? 

The test city, New Brunswick, N. J., 
has a population of about 40,000, is 





Carl R. Geigerich 


senior vice president 


located 30 miles southwest of New 
York City. It was selected because it 
is a self-contained market with local 
industry, agriculture and retail dis- 
tribution. Because of strong signals 
from New York’s several outlets New 
Brunswick developed rapidly into a 
full-fledged tv market. 

When the first study was made in 
1948, there were 208 sets in Video- 
town. Through 1950, when there were 
3,000 sets, all tv homes were inter- 
viewed. In 1951, with set-ownership up 
to more than 5,000, a probability 
sample of every fifth home was set up. 
In 1954 a random sample of owners 
and non-owners was drawn from a 


complete listing. For accuracy, checks 
of factual material were made of the 
new sample against earlier ones. Since 
1951, interviewing has carded the 
whole day’s viewing over a six-week 
period, supplying a full picture of the 
viewer's habits for the average day. 








In addition to the random sample 
each year, the same persons inter- 
viewed in 1950 are re-interviewed each 
year. 

Besides the Videotown measure, an 
anaiysis of each spot market is a pre- 
requisite for every campaign out of the 
tv and radio department. 

Ed H. Mahoney, the young and 
slight vice president in charge of the 
department who exudes nervous energy 
and who must have sprinted down 
Madison Benton & 
Bowles to Cunningham & Walsh when 


Avenue from 
he switched last spring, sums up the 
custom-built tv and radio this way: 
“Find out where distribution and sales 
are strongest, go into that area, analyze 
the sales structure, then get the mes- 
sage to customers in the best broad- 
cast vehicle at the most appropriate 
time.” 

All television is concentrated in two 
major areas of one department. Pro- 
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Newman F. McEvoy 
senior vice president 





gramming is headed by Jerry Feniger. 
He has a network background and 
handled the Perry Como show and 
Dragnet when Chesterfield was with the 
agency. Programming and program 
development are his responsibilities. 
The commercial area is headed by 
Jack Zimmer, formerly of Ted Bates 
& Co. 

All campaigns are first thrashed out, 
with print and broadcast executives 
working closely on copy strategy. The 
basic idea must be one that will work 
in all media. After the initial planning, 
the tv-radio department takes over full 
control. The division, set up by Mr. 
Mahoney, is fully staffed for broadcast 
campaigning, having its own program- 
ming and commercial producers, tv 
copywriters, tv art directors and tv ac- 
count executives. There’s liaison be- 
tween tv and print copywriters and the 
commercial producer from the outset. 
Then when the commercial goes into 


William W. Mulvey 


senior vice president 








John S. Williams 


senior vice president 


film production, the producer can see 
that the basic concept is carried 
through. The man who supervises the 
production knows the campaign from 
the start. And he stays with it even 
through the buying of time. 
Storyboard books are another Ma- 
honey innovation. Complete with spiral 
binding and hard covers, the books 
contain fairly elaborate paste-ups of 
proposed tv commercials which are 
sent to clients for approval. More than 
150 storyboard books with the pro- 
posed spots for the “yellow pages” 
campaign went out to district telephone 
offices all across the country. 
“Intelligent spot planning is very 
important,” says Mr. Mahoney. “The 
viewer looks at commercials with a 
‘what’s-in-it-for-me’ attitude. If you 
promise the viewer something in a 
pleasant way—reach him in an intelli- 
gent way—he will buy. That is, pro- 
vided it’s available at the corner store.” 


William Reydel 


senior vice president 


The radio-tv veep is a perfectionist 
in the buying of time: “The product 
must be shown when people are in- 
clined to watch and act on it.” 

He cites the example of placements 
for the agency client, Narragansett 
beer: “Some agencies will slot a beer 
commercial at, say, 7 p.m., when more 
viewers are delivered. But 10 p.m., 
though it offers a smaller audience, 
still offers a much better one for a beer 
appeal.” 

Another example of the careful buy 
shows up in the current Texaco spot 
campaign to launch Sky Chief Su- 
preme. The jazz jingle (written and 
arranged by Ralph Burns, arranger for 
the old Woody Herman band) which 
backs the Tower of Power film for tv 
is repeated in radio spots. These are 
all slotted at peak driving hours and 
are calculated to promote the video 
image near the point of purchase. The 
tv film is shot so that the viewer be- 














comes the driver turning into a Texaco 
station and filling up at the Sky Chief 
Su-preme tower of power. 

Although he shakes off any sugges- 
tion ef a formula for his commercials, 
Mr. Mahoney has a set of questions 
that each spot must answer: Is there 
a basic selling idea? Will it expand 
and contract? Will it stand repetition? 

“The basic thought of why you 
should buy should be boiled down to 
a simple-enough approach to be ex- 
plained in six seconds,” he says. “In 
other words, the basic reason why the 
consumer should buy should be able to 
be presented in the shortest time-buy 
available. 

“Simplicity in tv is very important. 
But simplicity does not necessarily 
mean one prop, one camera, one per- 
It means that there 
should be a continuous flow of mean- 


son or one set. 


ing, uninterrupted from the beginning 
of the commercial to the end.” 

There is the text of experience be- 
hind his words. Mr. Mahoney was at 
Benton & Bowles for seven years before 
joining C&W. He worked in tv on 
virtually all B&B accounts. During the 
last two years, he was executive pro- 





ducer on P&G, with tv-commercial re- 
sponsibility from the creative idea to 
the finished film (or live spot). 

Back in the dark ages of 1949 (as he 
calls them), he went through the 
growing pains of network tv and the 
gradual development of film as a major 
production factor. For example, he 
designed the basic sets for Mama when 
it started and was concerned with early 
Tide animation. He’s a cum laude grad- 
uate of Harvard, where he also at- 
tended the graduate school of design. 
He studied under Walter Gropius and, 
no doubt, acquired some of his creative 
polish. Says an associate: “Mahoney 
is also a good administrator. Unlike 
some creative people, he delegates 
beautifully.” 

The newly organized tv and radio 
department and the recent mergers are 
the latest developments in an agency 
that’s been keeping apace the ad times 
since 1919, C&W’s forerunner, Newell- 
Emmett Co., was founded by C. D. 
Newell, C. S. Walsh, W. H. Beatty, R. 
L. Strobridge and Burton Emmett. 
Among N-E’s first clients were Liggett 
Myers Tobacco Co. and Western Elec- 
tric. In the next two decades Sunshine 
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Edward H. Mahoney 


vice president, radio & tt 


biscuits Smith-Corona and the Texas 
Co. joined the ranks. 

In 1941 the agency became a part- 
nership and a California office was 
opened. One year later J. T. Maloney, 
Inc., was merged with the partnership. 

Complete reorganization came in 
1951 when C. D. Newell and C. S. 
Walsh retired, Tom Maloney left and 
Cunningham & Walsh was incorpo- 
rated. A year later C&W moved to its 
especially designed two floors at 260 
Madison 


Avenue, and the agency’s 


(Continued on page 57) 
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E re °57 cracks his caul 

Let’s roll the old year’s credit crawl, 
And with a Sullivanistic paean, 
Dissolve to close up of the wee ‘un. 
Hats off first to tv clients, 

To P&G and other giants 

Like General Motors, Foods and Mills, 
To smaller folk like Carters’ Pills. 
For buyers all, network and spot, 
Availabilities we’ve got. 

And here’s to agency a.e.’s, 

To reps and veeps and sharp tb’s, 

To all the cutters, labmen, grips, 
We hope you wind up in the chips. 
Hail 50 years of Sarnoff, pere, 

Hail uhf and audience-share! 

Hail magazine-like T-H-T, 

The Castro Girl, the Johnson Bee! 
Hail Columbia, BMI, 

The ASCAP boys who split the pie. 
Let’s toast to NARTB, 

Residuals, the talent fee, 

Allocations and pre-emptions, 


. Guest spot shots and product mentions. 


Courage go to Bart McHugh, 

Gribbin, Haight and Hanna, too. 
Robert Foreman, Pryor, Steele, 

Bland and Ruzek, James S. Bealle. 
Huzzahs are ordered for the gent 
Who wondered where the yellow went, 
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“Greetings, 


Who told Furness we could be sure, 
Who, folksy, says “Hello there, viewer.” 
A fanfare sound for Delbert Mann, 
Corrigan, Bill; Lounsberry, Dan. 

For Bloch and Block, Ray and Martin, 
And Omnibus, for even startin’. 

For BBDO, for B&B, 

For Y&R, JWT, 

For every ad expert who has a 

Desk at Rockefeller Plaza. 

Here are hopes that writers Nash, 
Paddy, Tad all make a smash! 

That agencies will all continue 
Making soft-sell that will win you. 
Yoicks, tallyho to Duffy, Ben, 

Our level best to Carpenter, Ken, 
To color shows, to Barry Wood 

May the year be extra good! 

Let boxtops roll and contests flourish, 
Let Kraft and Pet the nation nourish. 


MEK OK Ke OR OK OK 2K kk 


Best of luck to Peter Lawford, 

Our Miss Brooks and Broderick Crawford, 
To Robert Young and John Charles Daly, 
To Merle Jones and Bill Paley. 

An ample purse for Richard Greene, 

A likewise wish for Bishop Sheen. 

For Kukla, Ollie, Burr and Fran, 

The omnipresent Charlie Chan, 














Viewers!”’ 


For Patti Page, and Dinah Shore, 

Gale Storm, Zsa Zsa Gabor, 

Gisele McKenzie, Janet Blair, 

May you never leave the air! 

Let’s have some Kathryn Murray dances 
For Garry Moore, and Arlene Francis, 
For Robert Q., and Ernie K., 

For WW, and Steven A. 


KKK KH KK KKK RK 


Come join in song for Groucho Marx, 
For Bud Collyer and Bert Parks, 

For Hal March and Ralph Story, 
Martha Rountree and Jill Corey. 
Reward for selling hard and truly 

To Rex Marshall, Jack Lescoulie, 

To Fenneman, Dixon, Weist and Case, 
And those who summertimes replace. 
Now whoop it up for Frankie Laine, 
For Question winner Cabbie Kane, 
And kudos loud for Bert and Harry, 

For Jackies Gleason, Benny, Barry. 
Sneoky Lanson, Wally Cox, 

Ben Alexander, Sonny Fox, 

Elvis Presley, Ernie Ford 
They also cannot be ignored. 

Place laurels for the Oscar Dinner! 

And ditto to each Emmy Winner! 
Plan to flip your lid delirious, 

When the World is seven-game Serious! 








Now drain the dregs for Pulse and Schwerin 
Who find out if the viewer’s carin’, 
Nielsen, Trendex, ARB, 
Gallup-Robinson, A.T.&T. 

Sing loud for matting supes and wipes, 
For Bob Hope jokes that Berle swipes, 
For Chambord, Wolf’s and 21, 

For after-hours martini fun! 

For Warners, Screen Gems, EUE, 

A glass of real beer, shared ID. 

Hail net-wise veepee Ollie Treyz 
Funwise pixie P. L. Hayes, 

Newswise Murrow, Stoogewise Reiner, 
Program-conscious Coe and Miner. 
Now Lawrence Welk-ins must be rung 
For Sergeant Bilko, Loretta Young, 
For Crabbe and Sheena, Ramar Hall, 
For Perry Como, Lucy Ball, 

For Frank Baxter and Rosie Clooney, 
Mickey Mouse and Mickey Rooney. 
Cheer Pat Weaver in vernacular, 

For oraculating the spectacular; 

May Godfrey, Caesar, Link get bigger, 
Along with Lassie, Rinty, Trigger! 
And if your name rates special rhyme, 
Consider this your equal time. 


KKH KE KK KK KH RK 


End credits. Cap on. Go to black. 
Cue 57. Sync the track! 
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oan the years immediately ahead 
E more people will have more 
money to spend than ever betore in 
history. They'll be good prospects for 
insurance, but they'll also be good 
prospects for hundreds of other types 
of goods and services. It’s up to you 
to get your share.” 

That is the challenge Elwood Whit- 
ney, senior vice president of Foote, 
Cone & Belding, laid before the 25th 
annual convention of the National As- 
sociation of Mutual Insurance Agents 
in Washington a few weeks ago. 

“I’m not suggesting that you em- 
bark on an orgy of advertising spend- 
ing,” he continued, “but within reason, 
many of you could be advertising 
more, to the advantage of your busi- 
ness. 

Not only do the executives of some 
of the most progressive and successful 
of America’s hundreds of insurance 
companies agree with Mr. Whitney, 
but many of them have seen to it that 
their companies have increased their 
advertising budgets within the past 
few years—and a good deal of this 
money has been put into television. 

The success of this advertising is 
leading more and more companies and 
their agents to turn to the newest and 
most volatile of media. 

Robert H. Lovvorn, young and ag- 
gressive president of Calhoun Life 
Insurance Co., of Columbia, S. C., 


expresses one point of view: “Prin- 
cipally,” he says, “an insurance com- 
pany’s main asset is prestige. The 
name of the company should be so well 
known that an agent going to make a 
sale can never be rebuffed by a state- 
ment such as ‘I never heard of your 
company.’ Television has made Cal- 
houn Life a household word, thereby 
giving our agents an open door.” 

Or, on the insurance-agency level, 
take the experience of Henry Zwann, 
owner of one of the leading insurance 
agencies in Lawton, Okla. Mr. Zwann 
says: “People that I’ve never seen be- 
fore know me from my appearance on 
television, and it’s much easier to talk 
insurance with folks who know you 
and trust you.” 


Prestige for Salesmen 


An advertising agency executive, W. 
D. Carmichael III of Harvey-Massen- 
gale Co., Durham, N. C., agency for 
Home Security Life Insurance Co., 
says of that company’s experience with 
television: “Home Security has been 
pleased with the results. The company 
feels that the program has excellent 
prestige effect for its salesmen in the 
field and works as an excellent door- 
opener for them.” 

Insurance companies have always 
been important advertisers in all 
media. The very nature of the insur- 
ance business, with its solid conserva- 


tism, has delayed the change from 
printed media to television for some 
companies. But in the past few years, 
even in the past few quarters, this 
change seems to be gaining momentum. 
The success of firms which have used 
television as their major advertising 
force is a powerful argument for a 
continued rise in insurance advertising 
billings. 

In 1954 insurance companies spent 
$1,765,272 on network television, but 
at the same time they were spending 
$13 million in magazines, $8 million 
in newspapers and more than $2 mil- 
lion in radio. While national-spot tele- 
vision was not measured until last year, 
there was a considerable amount of it 
for insurance in 1954, probably around 
$1 million. 

By 1955 network-television totals for 
insurance companies had climbed to 
$2,219,079. National-spot television ad- 
vertising by home offices and their 
agents in the 12 months ending Oct. 
1, 1956, totaled $1,689,000, according 
to Television Bureau of Advertising 
calculations. In addition, 
agencies were placing television locally 
on stations to the tune of another $1 
million. Altogether, television adver- 
tising in 1956 will reach well over $5 
million, a total about twice what it was 


insurance 


only two years ago. 
One of the most progressive of the 
nation’s insurance companies, the Pru- 


Insurance companies 


Home offices and agencies all reap benefits from confidence 

















dential Insurance Co. of America, is 
also its biggest television user. Cur- 
rently the company is sponsoring You 
Are There on 140 CBS-TV stations. In 
November this year You Are There 
presented the first show in a 26-week 
series entitled Air Power which was 
produced in cooperation with the U. S. 
Air Force and which will tell the excit- 
ing story of aviation. 

Prudentia! is enthusiastic about its 
television. Henry M. Kennedy, execu- 
tive director of public relations and 
advertising, sums it up: “We feel tele- 
vision is so important that Prudential 
ought to be in it. Tv has taken a 
prominent place in influencing the 
lives of people in all walks of life—and 
is doing it with great impact.” 

Television is not new to Prudential, 
since it was the first major insurance 
company to use it. Its first venture 
came in 1950 when it sponsored Pru- 
dential Family Playhouse, a half-hour 
dramatic show carried every other 
week on CBS-TV. 

“This show ran opposite Milton 
Berle, 1950’s Mr. Television,” Mr. 
Kennedy recalls, “and was terminated 
in March 1951. The next year Pruden- 
tial sponsored, on alternate weeks, a 
half-hour segment of the popular va- 
riety program, Your Show of Shows, 
which featured Sid Caesar and Imo- 
gene Coca. 


“In September 1953,” Mr. Kennedy 


firmly built 


























































continues, “we took up alternate spon- 
sorship of You Are There, and this was 
supplemented two years later with a 
15-minute segment of The Garry 
Moore Show. In November 1955 we 
assumed sole sponsorship of You Are 
There and discontinued our participa- 
tion in the Moore show early in 1956.” 





Commercials on Film 






Almost all of the Prudential com- 
mercials are on film. In these com- 
mercials no specific insurance policies 
are featured; instead, insurance needs 
are pointed up, such as family protec- 
tion, mortgage-rent protection, educa- 
tional insurance, retirement and the 
like. Various types of commercials 
have been used, including so-called 
“mood” commercials, animated car- 
toons and live actors. 

In addition to network, Prudential 
and its agents use national spot in a 
number of markets. In the past three 
months the company had schedules on 
KRCA-TV Los Angeles, Kp1x San Fran- 
cisco, KOA-TV Denver, KPTv Portland 
and KOMO-Tv Seattle-Tacoma. 

On the National Broadcasting Co. 
television network All State Insurance 
is sponsoring the NCAA Football Pre- 
view, which comes on 15 minutes be- 
fore the Saturday NCAA football game. 
While plans for the post-football sea- 
son have not been announced, it is 


(Continued on page 48) 
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he first project Transfilm, Inc., un- 

dertook when it was formed with a 
staff of three in 1941 was to finance 
and produce a series of civil-defense 
films for the U. S. Government. 
Shortly thereafter the firm made its 
first “sponsored” film on the Thomp- 
son Sub-Machine Gun. 

In the next 15 years, in war and 
peace, Transfilm, Inc., grew and grew 
and grew. So that today, in addition to 
its flourishing industrial-film division, 
the company makes television com- 
mercials and slides and is planning for 
the future through a newly-created 
special-projects division. It now has a 
staff of over 100, many of whom have 
been with the company for five years 
or longer, and it occupies five floors in 
midtown Manhattan where it main- 
tains complete on-the-premises produc- 
tion facilities. It has a west-coast branch 
and a European production affiliation. 
Its client list both for industrials and 
tv commercials is distinctively char- 
coal blue chip. It is making money. 

Transfilm was stimulated into being 
because William Miesegaes (pro- 
nounced Mee-zee-gas), born in London 
in 1906 and educated at Harrow and 
Institut le Rosey in Switzerland, was 
an avid film hobbyist. 


15 years of 
progress 


Started as a hobby. 


Transfilm is today a 


many-faceted business 


Early in 1941, Mr. Miesegaes, then 
an executive with a British rubber, 
sugar and tin exporting company lo- 
cated in Indonesia, took his trusty 
camera with him on a touring vacation 
through Mexico. The film he shot on 
this trip was made into a documentary 
and had a long run at Rockefeller Cen- 
ter’s Guild Theatre. 


Meets Partner 


As a result of this venture, William 
Miesegaes bid farewell to the Indone- 
sian fields and met Walter Lowendahl. 
The latter, only 21 at the time, had 
produced the Venice and Cannes 
award-winning feature, The Medium. 
Previously he had been active in Holly- 
wood as writer, editor, director and 
producer. He had also served in the 
U.S. Army as writer and project super- 
visor for 36 training films. 

The two film-fired men formed 
Transfilm, Inc., with Mr. Miesegaes as 
president and Mr. Lowendahl as execu- 
tive vice president, positions they each 
hold today. 

In 1942 they moved their expanding 
film activities to their present head- 
quarters, formerly the Pathe Building 
and now renamed the Transfilm Build- 
ing. The enlarged operation won a U. 





S. Navy contract and became the key 
distributor of all Navy films. 

In 1948 Transfilm produced its first 
tv commercials through the William 
Esty agency in New York for Camel 
cigarettes. These were, characteristic- 
ally, top-quality 
volving intricate choreography and 
elaborate sets. The next year Camel be- 
gan its testimonial-type commercial, 
variations of which Transfilm is still 
making. 

Robert H. Klaeger joined the firm 
in 1946 and took charge of its bur- 
geoning business in both tv commer- 
cials and industrial films. Mr. Klaeger 
had been a film specialist for several 
years with the U. S. Army. He is today, 
at 40, production vice president of the 
company and as such supervises the 
activities of the firm’s fulltime anima- 


“spectaculars,” in- 


tion and live-production crews, scenic 
designers, carpenters, painters, prop- 
erty men, editors, optical cameramen, 
projectionists, still photographers and 
production supervisors. 

The company takes great pride in 
the fact that it uses its own facilities 
and has them all under one roof. It 
contends that this enables it to push 
through in a matter of days much pro- 
duction that would require weeks if 


Top-echelon reviewers (I. to r.) Miesegaes, Lowendahl and Klaeger 











“outside services” had to be used. 

Mr. Klaeger declares that 50 per 
cent of all tv commercials are classified 
as “rush” jobs—everyone wants his 
film to be finished yesterday. “Under 
these circumstances,” the production 
head says, “we function in the only 
practical manner.” 


Little Competitive Bidding 





As with most other producing com- 
panies, a percentage of Transfilm’s 
work—slightly less than 30 per cent— 

comes as a result of competitive bid- 
| ding. However, Mr. Lowendahl pre- 
dicts this practise will soon entirely 
fade away. “In the early days,” he 
says, “fully 90 per cent of all agencies 
buying commercials sought competi- 
tive bids from producers. Now the pic- 
ture has changed and justly so. The 
growing ranks of agency producers, 
many from film companies such as 
Transfilm, make it possible for agen- 
cies themselves to estimate within three 
to five percent of what a commercial 
should cost. Therefore, they seek out 

the best producer for the job.” 
Important national and regional ad- 
vertisers who have at one time, or sev- 
eral times, selected Transfilm as the 
best producer for the job are: U. S. 
(Continued on page 68) 
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Transfilm commercials with actors . . . 
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Can stations 


manipulate results by 
putting best foot forward 


during rating week? 


BY FRANK E. PELLEGRIN 


Single-week ratings 


Frank E. Pellegrin is a partner and 
vice president of H-R Television, sta- 
tion representative firm. Mr. Pellegrin 
is a veteran broadcaster, having been 
active in both television and radio 
management for 23 years. He was 
founder of the advertising department 
of the NAB in Washington. In 1948 he 
built and managed Kstu St. Louis. 


RESENT methods of basing’ tele- 

vision audience ratings on the 
programming of a single week are all 
wrong and have led to serious abuses 
and misleading reports. 

It is perfectly natural, I suppose, 
for any station program director to 
put his best foot forward during rating 
week. He can’t do much about the net- 
work shows his station carries, but the 
networks themselves can be relied on 
to schedule their strongest programs 
during the rating week. However, on 
the local level the program director 
can, and does, hold back, for example, 
his finest feature films and runs them 
during this week. He also saves his 
best guests and gimmicks on local 
shows for the rating period. 

Yet the rating that the survey com- 
panies turn up for that particular week 
purports to be the rating that the 
station has, either for the full month 
in cities where surveys are taken every 
month, or even for as long as three 
to six months in cities where surveys 
are made only two or four times a 
year. And agencies and clients are 
asked to accept these “part-time” rat- 
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ings as indicative and typical of the 
audience a given station can deliver to 
a particular program. 

A case in point occurred in a market 
where a station we represent was in 
danger of losing a schedule because a 
competing outlet came in with a new 
survey showing higher ratings for its 
program of late movies. Fortunately, 
we had taken the precaution of moni- 
toring the competing station during 
the full four-week period. Thus we 
knew the titles of the feature films they 
ran during rating week—block-busters 
such as /t Happened One Night, 30 
Seconds Over Tokyo and The Informer. 
But we also knew the sad, sad fugitives 
from the glue-pot that ran the other 
three weeks, including such titles as 
Scotland Yard Fights Back, Marble 
Face, Campus Hayride and The Wild, 
Wild Waves. 


Playing it Straight 


Our own station had been playing it 
straight, with a uniformly consistent 
quality of movies that held up week 
after week. (I would be the last to deny 
that the program director used discre- 
tion in selecting the titles to be run 
during rating week, but the quality of 
the films and the year of issue were of 
relatively the same standards, and all 
the films came from the same pro- 
ducer’s package.) 

By contrast, this particular competi- 
tor had picked out its rating-week 
block-busters from the entire stock of 
films it had bought from all producers, 


and then ran the tired, old re-treads 
from various packages during the other 
weeks. 

The result was to distort the rating 
picture in that market, to mislead 
agencies and advertisers, to destroy 
the validity of the ratings as they per- 
tained to the feature-film programs 
and to render suspect the rating of all 
other programs on the offending 
station. 

Consequently, the agency which was 
about to issue a cancellation of its 
schedule on our station, on the basis 
of the opposition’s misleading “evi- 
dence,” did not do so after we showed 
them how distorted the other opera- 
tion’s programming was during rating 
week as compared with normal. 

A suggested remedy would be for 
al] rating services to agree that instead 
of basing their findings on the pro- 
gramming of only one week, in the 
case of station-produced shows, they 
would, instead, base their ratings on 
the programming of the preceding four 
weeks, culminating with the rating 
week. We would not object to having 
rating services continue to base their 
ratings on a single week so far as 
network programs are concerned. We 
recognize that although a network can 
“load” its programming during rating 
week to a certain extent, it cannot go 
too far in that direction and anything 
it does is immediately obvious to agen- 
cies and advertisers. But it is in the 
local field where unscrupulous stations 

(Continued on page 48) 
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In THE FAITH WE PLACE IN GOD .. . in ourselves as 
individuals ...in our fellow men and... in Freedom — 
rests the future of our nation! 

The faith of our country’s founders was a sturdy 

and simple faith. 


They believed in the Power which sustains through any crisis. 
Upheld and guided by that Power, they believed in 

their own strength to do, to achieve, to build. 

And, thus sustained and fortified, they believed that 

Freedom was more than an abstract dream, 

they made it an accomplished fact. 

This Freedom is our children’s birthright — ours to hand on to 
them and to their children — undiminished, undespoiled. 


This is a sacred trust — one in which we must not fail. 
Yet these are troubled times. What can we do? 


We can do as those before us did . . . renew the spirit 
that built our country. 


We need . .. Faith in God, Who answers prayer .. . 
Faith in ourselves, and in our work . . . Faith in 
our fellow men, their courage and their honesty . . . 
Faith in Freedom . . . and in its strength! 


When we have done these things — and only then — can we 
be secure in the knowledge that our children will be free 
and our country safe. 


We must not fail. 
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Insurance (Continued from page 43) 


expected that All State will continue on 
video. Some spot television is used. 

The John Hancock Life Insurance 
Co. is a co-sponsor of Producer's 
Showcase on NBC-TV, with McCann- 
Erickson as the agency. The first of 
these programs will be Feb. 5 from 8 
to 9:30 p.m. 

Mutual of Omaha, with Bozell & 
Jacobs handling the account, is alter- 
nate sponsor of The Zoo Parade on 
NBC-TV Sunday afternoons. 

State Farm Insurance, with Need- 
ham, Louis & Brorby as its agency, 
has Red Barber’s Corner on NBC-TV 
Friday nights, following the Gillette 
fights. 

A number of insurance companies 
urge the use of co-op television by 
their agencies and have various plans 
for splitting this cost between the agent 
and the home company. Nationwide 
Insurance Companies have such a plan, 
through which they share 50 per cent 
of costs with agents. 

A typical use of television by Na- 
tionwide agents is that of a group us- 
ing wsaz-Tv Huntington, W. Va. G. Y. 
Neal, executive secretary of this group, 
says: “I don’t know of anything that 
we could have done to make the new 
name ‘Nationwide’ better known and 
more accepted than going into the tv 
program.” 

Insurance companies and their agen- 
cies have used successfully nearly every 
type of television, including announce- 
ments, syndicated film and even live 
programs of their own. Below are out- 
lines of the experiences of a number 
of typical companies and agencies, 





Pellegrin (Continued from page 46) 


can take advantage of the weakness 
of the present rating system, particu- 
larly in the scheduling of feature films. 

If the rating services should imme- 
diately take steps to measure all locally 
produced programs on a full four-week 
basis and if they would assign as the 
rating of a program the average of the 
four weeks, I sincerely believe some 
of the present abuses would be cured, 
honesty would be restored and—per- 
haps, most importantly—the viewing 
public would stand to gain the most. 
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One of the scenes from the Air Power series now being shown on You Are 
There, CBS-TV network program which is sponsored by the Prudential Life 
Insurance Co. of America. 


listed in alphabetical order. 

e American Fire and Casualty Co. 
agents in the wPtv Palm Beach area 
have combined for the past 18 months 
to buy spots on the Dave Garroway 
program, Today. Cooperating with the 
home office of the company in Orlando, 
Fla., five agents in Palm Beach and 
nearby communities have been buying 
10-second spots, with each of the 
agents having one spot a week. This 
makes the individual cost only $25 for 
each agency. 

This is the first cooperative adver- 
tising by the agency group, and its 
success is amply indicated by the fact 
that the contract was just renewed for 
another one-year period. 

e Associated Hospital Service, the 
national organization behind the Blue 
Cross and Blue Shield hospital plans, 
is not a television advertiser at present, 
but nearly all of its member associa- 
tions use the medium. Associated is 
seriously considering going into tele- 
vision on a national scale and may 
make the move after the first of the 
year. 

Meanwhile, in the third quarter of 
1956, 33 stations were carrying Blue 
Cross promotion placed by the member 
companies. (See the Mississippi Hos- 
pital and Medical Service below.) 
Some additional stations carried pro- 
motion stressing the Blue Shield serv- 
ice. In the second quarter of the year 
there were more than 50 stations carry- 
ing the Blue Cross and Blue Shield 
promotion material. The number of 
stations is expected to increase again 
in the report for the fourth quarter of 


56. 


Among the stations carrying Blue 
Cross and Blue Shield commercials 
are: KFSA-TV Fort Smith, KERO-TV 
Bakersfield, waBpM-Tv Chicago, WAFB- 
TV Baton Rouge, WNAC-TV 
WWLP Springfield, Komu-Tv Columbia, 
KFEQ-TV St. Joseph, KOLN-TV Lincoln, 
wcss-Tv New York, wrcs Schenectady, 
WBNS-TV Columbus, KRBC-TvV Abilene, 
KFDA-TV Amarillo, KGNc-Tv Amarillo, 
KTBC-TV Austin, KFDM-Tv Beaumont, 
Kvp0-Tv Corpus Christi, KRLD-Tv Dal- 
las, KTSM-TV El Paso, KFJz-TV Fort 
Worth, wBap-tv Fort Worth, KcBT-TV 
Harlingen, KpRc-Tv Houston, KCBD-TV 
Lubbock, KpuB-Tv Lubbock, KTXL-TV 
San Angelo, KENS-Tv San Antonio, 
KCEN-TV Temple, KLTV Tyler, KFDX-TV 
Wichita Falls, Ksyp-tv Wichita Falls, 
and wxrx Milwaukee. 

e Austin Life Insurance Co., of 


Boston, 


Austin, uses a one-minute participa- 
tion on Professional Football each 
Sunday on KTBC-Tv Austin. Company 
officials do live commercials each Sun- 
day. They report both immediate and 
long-range results from the campaign. 

e The Calhoun Life Insurance Co., 
of Columbia, S. C., staked one-third of 
its 1955-56 advertising budget on 
Miriam Stevenson, statuesque blonde 
from Winnsboro, S. C., who gained 
international fame when she won the 
1955 Miss Universe title, then declined 
the accompanying Hollywood film con- 
tract to return to college. 

Following her Miss Universe reign, 
Miriam signed a contract with wis-Tyv 
Columbia to head a series of Monday- 
evening variety and talent-hunt tv pro- 
Calhoun Life, through its 
agency, Bradley, Graham & Hamby, 


grams. 











signed for alternate-week sponsorship, 
then set in motion a complete and 
result-bearing promotion and merchan- 
dising campaign based upon the com- 
pany’s tv association with the world- 
famous South Carolina beauty. 
Calhoun agents brought prospects 
and their families to the WIs-Tv studios 
to watch Miriam Stevenson Presents 
on the air; more than 10,000 auto- 
graphed photos of the star were mailed 
and given out by Calhoun Life repre- 
sentatives; Miriam made personal ap- 
pearances at grand openings of several 
Calhoun Life offices in the state. One, 


Its president, Robert H. (Bobby) 
Lovvorn, has warm praise for WIS-TV 
Dolly Hamby, the 
agency's account executive for Cal- 
houn Life, says: “wis-Tv produced an 
ARB rating of 38 for Calhoun’s Miriam 
Stevenson program, which is certainly 
indicative of its drawing power. The 


and television. 


careful and consistent merchandising 
which was added translated a good tv 
show into a complete, and very effec- 
tive, advertising campaign. We think 
its impact was felt by every Calhoun 
Life agent.” 


Although Calhoun Life would have 





Miriam Stevenson (center) confers with president Robert H. Lovvorn (seated, 
right) of the Calhoun Life Insurance Co. of Columbia, S. C. and home office 
executives over her schedule of personal appearances at Calhoun offices through- 
out the state. Miss Stevenson appeared for the company in a series of programs 
Miriam Stevenson Presents on wis-Tv Columbia. 


at Newberry, S. C. (population 7,546) , 
attracted 10,000 visitors, required local 
police and state patrol direction during 
the two and half hours she was there. 
Calhoun Life also bought 24-sheet bill- 
boards throughout South Carolina an- 
nouncing its sponsorship of Miriam’s 
programs, made her a stockholder in 
the company. 

One announcement on one program, 
offering an inexpensive cardboard coin 
bank bearing Miriam’s picture, brought 
a total of 784 immediate requests. 

A relatively young organization, 
Calhoun Life has assets of $1 million, 
annual premium income of $1 million, 
an annual advertising budget of $22,- 
000 and in less than three years of its 
existence has $30 million of life insur- 
ance in force. 


been willing to continue with the 
Miriam Stevenson program indefinite- 
ly, the young star, with the same 
definite ideas about a career that she 
had when she refused the film contract 
after her election as Miss Universe, 
withdrew from the program following 
her marriage last summer. Now the 
insurance firm is experiencing consid- 
erable success with a series of state 
personality and historical profiles un- 
der the title of South Caroliniana. W. 
D. Workman Jr., widely known au- 
thority on the south and South Car- 
olina historian, is master of ceremonies 
and developer of the program. 

e The General Insurance Co. of 
America, with headquarters in Seattle, 
has been a consistent television adver- 
tiser. Among the stations which carried 


General Insurance Co. advertising in 
the third quarter of 1956 were KKTV 
Colorado Springs-Pueblo, wrvt Tampa, 
KSWS-TV Roswell, KOIN-TV Portland 
and WATE-TV Knoxville. In the second 
quarter the company was using eight 
stations. 

KVOs-TV Bellingham, one of the sta- 
tions used by Safeco Insurance Co., 
one of the American General Com- 
panies, was told by C. M. Noren, ad- 
vertising director of General Insurance 
and the Safeco Co., that “from all re- 
ports of the agents who are participat- 
ing in this program, they are most 
pleased with the results from Kvos-Tv.” 

e H. B. H. Insurance Co. of Phoenix, 
agent for White Cross, has been a con- 
sistent advertiser on KPHO-Tv for the 
past two years, using five spots weekly. 
Contracts are placed on a 26-week 
basis and are regularly renewed. Spots 
are presented live by a station an- 
nouncer who tells about the benefits 
of White Cross insurance in a warm, 
friendly manner which is very well ac- 
cepted by station viewers. 

e Home Security Life Insurance Co. 
began using television in 1954, spon- 
soring the film highlights of the Duke 
University football games. The half- 
hour program was produced by wBTv 
Charlotte and shown on that station, as 
well as on WFMyY-Tv Greensboro, WTVD 
Durham, wnct Greenville, WMFD-TV 
Wilmington and wise-tv Asheville 
during the 1954 football season. In 
1955 wios-Tv Asheville was substituted 
for WISE-TV, and wsJs-Tv Winston- 
Salem was added to the line up. 

In 1956 Home Security 
Jim Tatum, new football coach at the 
University of North Carolina, to do a 


engaged 


weekly half-hour sports show, The Jim 
Tatum Show, replacing Duke Football 
Highlights. This program is fast com- 
pleting a successful season. 

(Continued on page 50) 
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Insurance (Continued trom page 49) 


e Landers-Zwann Insurance Co. is 
one of the more important insurance 
agencies in Lawton, Okla. Henry 
Zwann is the owner. With a small ad- 
vertising budget of around $3,000 
yearly, Mr. Zwann had never received 
tangible results from his advertising 
until he tried television. 


Sponsoring News 


In May he began sponsoring the 
Wednesday 10 o’clock news program 
on Kswo-Tv Lawton-Duncan. Com- 
mercials have featured a special home- 
owners’ policy. On the program Mr. 
Zwann uses interviews with satisfied 
customers, many of whom have had 
claims paid by the company. The testi- 
monials of these actual policy holders 
have proved exceptionally effective. 

Says Mr. Zwann: “It is the only ad- 
vertising that has ever given me direct 
results in selling insurance. It has 
broken the ice for me, and enabled me 
to gain in prestige as an insurance 
firm that really knows its business. 
Many times I have written the policy 
even though the individual could have 
bought a similar policy at lower cost 
elsewhere. I certainly believe that tele- 
vision has done a wonderful job.” 

At present Mr. Zwann is first in the 
state of Oklahoma in the type of in- 
surance in which he specializes. Need- 
less to say, he plans to continue his 
use of television indefinitely. 


Hospital Service 


e The Mississippi Hospital and Med- 
ical Service began operation Jan. 1, 
1948, and has since grown to the point 
that its policies now cover more than 
300,000 Mississippians. Since it main- 
tains the standard set forth by the 
American Hospital Association, it uses 
the Blue Cross and Blue Shield sym- 
bols (see Associated Hospital Service 
above). 

A user of radio and newspaper ad- 
vertising from the time it was estab- 
lished, Mississippi Hospital and Med- 
ical Service went into television in 
August 1954, at the same time discon- 
tinuing most of its radio spots. 

The service sponsors The Rosemary 
Clooney Show on w3tv Jackson on 
an alternate-week basis. Previously it 
has sponsored syndicated shows and 
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Local Spectacular 


The Union Electric Co.’s first 
one-hour spectacular (see “Elec- 
tric Power Companies,” TV AGE, 
Nov. 5) on xksp-Tv St. Louis 
achieved a rating of 48.7, accord- 
ing to a study made by Gardner 
Advertising Co., agency for the 
utility. Of homes called during 
the telephone study more than 
75 per cent came up with the 
correct identity of the sponsor. 

The show was presented to an 
audience of 3,500 persons, mostly 
electrical-appliance dealers, dis- 
tributors, salesmen and _ their 
wives. It was staged by the Ted 
Mack organization, which audi- 
tioned some 650 acts before se- 
lecting the final 14 winners. 
Three cameras were used at the 
auditorium and two at the sta- 
tion for remote commercials. 
Four commercials were given 
during the show, each 90 seconds 
long. Two were given by Ted 


Mack himself. 











a half-hour once-a-week local live 
sports show, How the Experts Do It. 
Spots have been used on other sta- 
tions in the area. 

At present about $9,000 of the $50,- 
000 annual advertising budget goes 
into television. Some 23,000 new 
policies have been issued since tv was 
first used in 1954. Neal W. Cirlot is 
public-relations manager. Indication of 
the success of television advertising 
for the company is the statement of 
one executive: “We like the medium, 
and our future plans include adding 
tv stations in other areas.” 

e Motor Carrier Insurance Agency, 
a premium volume company headed by 
Joe Carrington, has been an advertiser 
on KTBC-TV Austin since March 1953. 
Motor Carrier co-sponsors These 
Things Remain, locally produced pro- 
gram which is emceed by Dr. Car- 
lyle Marney, pastor of the First Bap- 
tist Church. Motor Carrier spends 
about $12,000 of its $50,000 annual 
advertising budget on television. 

e The Mutual Life Assurance Co. of 
Canada has found that tv does a won- 
derful job “selling the company,” ac- 
cording to K. H. Wall, assistant pub- 
licity manager. 


Mutual Life started in the fall o1 
1954 with an experimental 13-week 
series of 20-second spots on the ten 
stations then operating in Canada. The 
response was so favorable, Mr. Wall 
reports, “that the budget was increased 
for 1955, and we were, by the end of 
that year, on 17 stations. This year 
we are using 2] stations. On 14 we are 
running three spots a week for 39 
weeks, on the other seven for only 26 
weeks. 

“We would use more stations,” Mr. 
Wall continues, “and keep up the fre- 
quency right through the year but for 
budget problems. In our first year the 
cost was $88,000, which necessitated 
dropping other media. This year our 
tv costs will run to about $140,000. We 
have not made a decision about next 
year, but will likely continue, if not 
expand, our tv coverage.” 


Agents on Tv 


Mutual Life started with spots show- 
ing agents calling on policy holders, 
family groups discussing life insur- 
ance with agents, dividend checks be- 
ing received and similar situations 
which stressed the service agents can 
give and the company’s reputation for 
high dividends. 

In the current year a series of ten 
commercials was filmed, using actual 
policy holders giving brief endorse- 
ments of their policies. They included 
a cross-section of occupations—doctor, 
lawyer, store manager, druggist, teach- 
er, elevator operator, farmer, trucking 
executive, investment broker and a 
retired National Hockey League great. 
The commercials have an authentic 
flavor and are well received. 

Agents are enthusiastic about tv, the 
company reports, and have relayed 
many favorable comments. Cases where 
people have come into branch offices 
for policies after having seen a spot 
have been reported. 


Nationwide Consistent 


e Nationwide Insurance Company, 
with home offices in Columbus, is a 
comparatively new but consistent user 
of television throughout its broad terri- 
tory. During the third quarter Nation- 
wide was on ten television stations and 
spent approximately $84,800 to rank 
185th among all spot-television adver- 
tisers. Television advertising for the 
most part is placed on a cooperative 














basis, with the home company paying 
50 per cent of the costs and the asso- 
ciated agents in the territory furnish- 
ing the other 50 per cent. 

Typical of these agent association 
plans is the one operating on WSAZ-TV 
Huntington, where sales manager Bob 
White met with agents throughout the 
area and worked out a schedule which 
has been completely successful. While 
Mr. White is not sure that this is the 
first such program worked out for 
Nationwide, he has been assured that 
it is a model for other plans now in 
Nationwide’s 
home office has described the wsaz-Tv 


effect in other areas. 
plan in its house organ, pointing to it 
as an example of what agents can do 
in the way of advertising. 


Met With Agents 


In the Huntington area Mr. White 
worked up several proposals and pre- 
sented them to 


various groups of 


agents. The first schedule in April 1955 





New WBZ-TV Tower 


The construction of a 
tower that will be the “tallest 
New 
England” is under way at wBz- 
TV Boston. The tower will be 
1,200 feet above ground level 
and 1,349 feet above sea level. 
measuring about two and a half 
times taller than the Boston Cus- 
tom House Tower (505 feet) and 
the John Hancock Building (585 
feet). In making the announce- 
ment, Franklin A. Tooke, general 
manager of WBZ-TV, said the tar- 
get date for completion is Jan- 


new 


man-made _ structure’ in 


uary 1. He added, however, 
that this depends on favorable 
weather conditions. The tower 
and a new transmitter building 
will be located in Needham 


Heights, about six and_ a~half 
miles from the main WBZ-TV 
studio building at 1170 Soldiers 
Field Road, Boston. Donald H. 
McGannon, president of West- 
inghouse Broadcasting Co., said 
the tower will be made available 
to all vhf stations in the Boston 
area “in order that this same fine 
reception will be offered to all 
viewers.” 











was for two five-minute newscasts at 
11 p.m. on wsaz-Tv. This proved so 
successful that the present schedule 
calls for four 10-minute newscasts at 
the same time. 

Results in the form of sales have 
been good. G. Y. Neal, executive sec- 
retary for the Nationwide agents tv 
advertising group in the WSAz-TV mar- 
ket, says: “The agents cooperating in 
this group program have expressed 
themselves as being very well satisfied 
with the results; and, as you are well 
60-odd 


assorted personalities and opinions and 


aware, when one deals with 
the majority is satisfied, then you can 
feel that a remarkable job has been 
done.” 

At its the 


agency group asked the station to be 


most recent meeting, 
on the lookout for another 10-minute 
newscast each week and also for a good 
half-hour program in Class A time. 
indicating its interest in increasing its 
television appropriation. Both live and 
film commercials are being used to 
promote the different kinds of insur- 
ance. An offer of a free baseball hand- 
book was received well, with 568 re- 
for the booklet 
four-week period. When the same offer 


quests during one 
was made in four newspaper ads a 
week, only six requests were received. 
At present a football handbook is be- 
ing offered. 

One agent reported that of ten cards 
received after a telecast he made four 
policy sales. 


Nationwide Stations 


During the last quarter Nationwide 
was using television on the following 
stations, in addition to wsaz-tTv Hunt- 
WBEN-TV Buffalo, WHAM-TV 
Rochester, WRGB Schenectady, WSYR-TV 
Syracuse, WKTV Utica, wcNy-Tv Water- 
town, WBTV Charlotte, wJw-Tv Cleve- 
land, wrBc-Tv Altoona, KDKA-TV Pitts- 
burgh and wuis-tv Bluefield. 

e The Panhandle Insurance Agency, 
of Amarillo, first began using KFDA-TV 
Amarillo about two years ago. At pres- 


ington: 


ent it is carrying a spot schedule aver- 
aging five to ten announcements per 
week. Advertising is basically institu- 
tional and is placed direct by the in- 
surance agency. Results have been very 
good, executives report, and the cam- 
paign will be continued indefinitely. 

e State Farm Insurance agency of 
Austin, Tex., has been using a tie-in 





spot with Red Barber’s program on 
KTBC-TV Austin since Sept. 1, 1955. 
A. J. Clare, district manager for State 
Farm says, “We are very happy that 
we have been on this program and feel 
that the dollars we have spent with 
this tie-in have been the best invest- 
ment that we have made.” Pointing to 
the record Mr. Clare adds: “In 1955 
our increase in auto applications over 
1954 was about 72 per cent. In 1956, 
to date, we again have an increase of 
33 per cent on our fire-insurance pro- 
duction and 100 per cent on our life- 
insurance production.” 

State Farm has used the tie-in spot 
to identify its agents with good results. 
“We, as a team, and the agents, as 
individuals, have much greater pres- 
tige in the business than ever before,” 
Mr. Clare continued. “We are now get- 
ting some accounts that we could not 
touch before. The agents are proud of 
their association with us, and are be- 
ing called by name by people who did 
not know them before. This they like, 
and are capitalizing on it with in- 


creased production.” 
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(A Program Aid) 


Timely and practical 
working script for the pres 
entation of songs in drama- 
tic, comic and pictorial 

shion. P 
” The very latest song hits 
as well as the standard favor- 
ites are developed into pho- 
togenic sketches which can 
be used effectively as com- 
plete musical shows, as Pro- 
duction numbers in variety 
programs or as scene-setting 
segments. . 

There are dozens of ways 

in which you can adapt the 

BMI Sketchbook to advan- 

tage. 


A Monthly BMI TV Service 


BROADCAST MUSIC, INC. 


CHICAGO ¢« HOLLYWOOD 
MONTREAL 


NEW YORK 
TORONTO 
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Basketball 


the Lakers have found that the national 
network coverage, in which they will 
be seen three times this year, has been 
of “great help” in promoting the sport. 

The problem over whether tv helps 
or hurts the sport itself leads to the 
question: how can the effect of tele- 
vision on basketball be gauged? 

As mentioned, Mr. Podoloff, head of 
the NBA, has found that television has 
“promoted the gate” and has been of 
“great benefit.” There are many tangi- 
ble and intangible ways of measuring 
this. The most irrefutable type of 
evidence is, of course, the gate. Mr. 
Podoloff stated that in the three sea- 
sons since the start of national tele- 
casts the gate has risen 30 per cent, 


(Continued from 35) 


setting successive records each year. 
The high point was last season (1955- 
1956) when league attendance hit an 
all-time high of 1 million, excluding 
the play-offs. Other factors are involved 
in this increase, the NBA head pointed 
out. For one, the pro loop introduced 
the 24-second rule two years ago 
which made for a much faster and 
more exciting game. But here again 
Mr. Podoloff notes that tv played its 
part by popularizing this rule change. 

Other positive evidence of tv’s effect 
on the sport has been the interest in 
new franchises in cities that don’t 
have pro basketball. One of the things 
that is blocking this league expansion 
is the need for new buildings, Mr. 
Podoloff stressed. Alluding to tv’s wide- 
spread impact, the pro league’s top 
executive said that shortly after na- 
tional television was introduced, many 
people showed up at Madison Square 
Garden asking for Knick tickets by the 
various price ranges. This was an im- 
mediate tip-off that the televised games 
were bringing in an out-of-town audi- 
ence, since a New York sports fan 
would ask for tickets by the various 
sections of the Garden and not by the 
prices. 

It’s been only in the past three years 
that the 11-year-old NBA has been in 
a position to comment on tv’s effect. 
As recently as 1952 no network would 
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Opportunist 


A way has been found by 
KGNC-TV Amarillo to convert 
“dead-air” time created by pro- 
gram delays into profitable ad- 
vertising space. A local tv repair 
man, Dick Pavek, has purchased 
the station’s “trouble” slides. 
Whenever a delay occurs, a slide 
appears advising the viewers: 
“It’s not your set but when it is 

. call Peacock Television 
Service.” 











have the package. Then after a con- 
siderable pioneering and selling effort 
by Mr. Podoloff, the DuMont network 
presented the games in the 1953-54 
season. Since then the package has 
been established and has appeared on 
NBC. Mr. Podoloff has been head of 
the NBA for most of its existence. In 
1955 he was signed to a new three-year 
pact. 


Big Ten Standout 


Turning to college coverage, the big 
standout package is Big Ten basketball, 
presented regionally this year by 
Sports Programs, in conjunction with 
Sports Network. What gives this cov- 
erage its special importance is the 
emergence of Sports Programs as a 
new and weighty factor in such tv 
presentations. Founded on the convic- 
tion that sports are essentially of local 
(and regional) interest, SP has taken 
a package that last year was offered 
sustaining on a national network and 
has converted it into a profitable mid- 
western presentation. 

Working together, SP and Sports 
Network offer all the services of a 
standard network and have adopted a 
code of practice that is as estimable as 
any. SP handles the sales, program, 
research and promotion functions, 
along with the planning for the future. 
SN takes charge of the all important 
station time clearances, sales service 
and traffic (cable) facilities. While 
each is independently operated, they 
negotiate together for the rights of the 
sports they package for both tv or 
radio. 

Founder and guiding hand of SP is 
Ed Scherick, former agency man, who 
at the beginning of autumn completed 
a brief stint at CBS where he was re- 


sponsible for setting up the sponsor 
line-up on the network’s pro football 
package. Before that, Mr. Scherick 
spent six years at Dancer-Fitzgerald- 
Sample, Inc., where he was sports di- 
rector, and where, he points out, the 
original tv Game of the Week was con- 
ceived. 

President of SN is Dick Bailey, 
former network coordinator at ABC. 
Actually, SN is only slightly older than 
sports, SP. It was 
founded about a year ago with the pur- 
pose of clearing facilities and arrang- 


its partner in 


ing for production of major-league 
baseball telecasts. Last season SN cen- 
tralized baseball operations, as far as 
facilities were concerned, for more 
than 300 games. In the future its chief 
staple will continue to be major-league 
baseball. Assisting Mr. Bailey as vice 
president is Roy Sharp, former Du- 
Mont and NBC executive. 

These new organizations testify to 
the importance now attained by sports 
as a tv programming staple. That im- 
portance is also borne out rating-wise. 
“Top sports shows properly packaged 
will outdraw any show” is the convic- 
tion Mr. Scherick has nurtured over 
the years as an advertising-sports ex- 
ecutive. Talking freely and enthusias- 
tically about sports seems to come 
naturally to this 32-year-old executive. 
He says “sports shows are a completely 
different type of programming and 
almost a different medium as far as 
advertising is concerned.” They’re dif- 
ferent: in audience composition, in 
the way merchandise is sold and for 
sales strategy, he claims. 

The one thing that makes Mr. 
Scherick’s operation unique is its “abil- 
ity to program sports regionally” on 
a continual basis. It offers a solid buy 
for regional advertisers who are closed 
out from a national buy. And regional 
advertisers, Mr. Scherick points out, 
are some of the heaviest advertisers in 
television. It also permits a national 
advertiser to make a select regional 
buy. 

According to the SP head, experi- 
ence shows that there is a plus-value 
that accrues to sports advertisers. This 
is known as the “appreciation factor,” 
which far exceeds the rating. The fac- 
tor is something that sports fans award 
to the advertiser for bringing the event 
into the living room. The important 


(Continued on page 68) 

















Film Sales 


“Mi any sales are won or lost on 

the strength of how the cus- 
tomer feels about the company that 
makes the product and the dealer who 
sells it. It’s a lot easier to sell to friends 
than to strangers.” The author of these 
remarks is Frederic W. Ziv, chairman 
of the board of Ziv Television Pro- 
grams, Inc. 

Mr. Ziv believes that television film 
syndicators can help sponsors “win 
friends and influence sales” through 
imaginative and creative public-service 
promotion. He also points out that his 
company has found sponsors enthusi- 


astic about public-service packages 
“ 





because “a really big promotional 
splash is so easy to carry off. Our com- 
pany has done the leg work for these 
promotions, even to creating and of- 
fering ready-to-use posters, streamers, 
press stories and spot announcements. 
All the advertiser has to do is open the 
kit and start raking in his community’s 
attention and gratitude.” 

There’s still another mighty good 
reason for a sponsor to incorporate his 
public service with his tv series, the 
film executive states. With the novelty 
of tv worn off, viewers have come to 
expect the medium to face its responsi- 
bilities and take its position in the 
community. Television today is such 
an integrated part of American life 
that advertisers look for shows that 
not only get audiences and make sales 
but at the same time, Mr. Ziv declares, 
“knit sponsors and their products into 
the fabric of the community.” 

“This is particularly true,” he says, 
“of sponsors who are expanding into 
new markets and want a sure way to 
become a new neighbor in the market 
and speed up local acceptance.” 

Many Ziv programs have commu- 
nity service or public relations featur- 
es built into the format. The authentic 
stories of public servants in action 
that characterize many Ziv shows, it 
is pointed out, give the viewer a real 
sense of public responsibility—plus 
extra dramatic impact that comes from 
closer viewer identification with real 
adventures. These public relations 
features are natural by-products of 
adventure stories based on experiences 
of public servants. 


Syndicated Film 


ATLANTIC TELEVISION CORP. 
Champion Package 


KERO-TV Bakersfield; Ksoi-tv Boise; wsBUF 
Buffalo; KrFyz-tvy Fort Worth; woop-tv 
Grand Rapids; wHtn-tv Huntington, W. Va.; 
wrec-Tv Memphis; kvtv Sioux City; KHQ-TV 
Spokane; Kpwi-tv Tucson; Kvoo-tv Tulsa; 
WKBN-TV Youngstown. 


Million Dollar Package 

wwJ-tTv Detroit; KFsa-tv Ft. Smith; wkJ¢-rv 
Ft. Wayne; Kpic-tv Lake Charles; wGAL-Tv 
Lancaster. 


INTERSTATE TV CORP. 
Adventure Action Series 

wuHp-tv Harrisburg, Pa. 

Public Defender 

wLos-tv Asheville, N.C.; werc-rv Birming- 
ham; wstv Florence, S.C.; KLAs-tv Las 
Vegas; wmct Memphis; wymr-ty New Or- 


leans; KROc-TV Rochester, Minn.; KTVH 
Wichita, Kan. 


PATHE PICTURES, INC. 


Studio Telescriptions Library 

WNEM-TvV Bay City; weys-tv Bristol, Va.; 
wesi-tv Columbus, Miss.; Kpix-tv Dickin- 
son, N. D.; wata-tvy Mobile; wrvo Rock- 
ford, Ill; krxt-rv San Angelo; Ktiv Sioux 
City; KREM-TV Spokane; wisw-tv Topeka. 


BERNARD L. SCHUBERT, INC. 
TV Reader’s Digest 


KFDA-TV Amarillo; w-two Bangor; KVOs-TV 
Bellingham, Wash.; Kstv Denver; Kttv Los 
Angeles; Kpus-tv Lubbock, Tex.; KMGM-TV 
Minneapolis; wtvr Richmond; xetv San 
Diego; KTvw Seattle; KPAR-TV Sweetwater, 
Tex.; Kiva Yuma. 

TELEVISION SCREEN 
PRODUCTIONS 

Jim & Judy in Teleland 


wBKB Chicago; wecpo-Tv Cincinnati. 


Film Commercials 
ACADEMY PICTURES, INC. 


Completed: Wildroot Co., Inc. (hair tonic), 
BBDO; International Latex Corp. (Playtex 








The lady behind the man in Inter- 
state’s Public Defender. 





Animation, 


The Backseat Driver, an 
Inc. commercial for Standard Oil of 


Ohio, was one of the three best ani- 
mated spots selected by Chicago Art 
Directors Club. 


Gloves); E. R. Squibb & Sons (milk ot 
magnesia), Cunningham & Walsh; New 
England Telephone Co. (extensions), Harold 
Cabot. 


In Production: Procter & Gamble Co. (Jif 
Peanut Butter), Burnett; P. Ballantine & 
Sons (beer), Esty; Gunther Brewing Co., 
Inc. (beer), SSC&B; Beech-Nut Packing Co. 
(baby foods), K&E; Radio Corp. of Amer- 
ica & General Foods Corp. (RCA/Bird’s 
Eye), K&E; Fedders-Quigan Corp. (air con- 
ditioners), D’Arcy; S. C. Johnson & Son, 
Inc. (Johnson’s Wax), Needham, Louis & 
Brorby; Lever Brothers Co. (Lifebuoy soap), 
MacLaren; General Electric Co. (“Live 
Better Electrically”), BBDO; Procter & 
Gamble Co. (Duz), Compton. 


GEORGE BLAKE ENTERPRISES 


Completed: General Electric Co., BBDO; 
Converted Rice, Inc. (Uncle Ben’s Rice), 
Bates; Bissell Carpet Sweeper Co., Ayer. 

In Production: P. Lorillard Co. (Kent ciga- 
rettes), Y&R; Maxwell House Div., General 
Foods Corp. (Sanka coffee), Y&R; Revlon 
Products Corp. (Silicare), Dowd, Redfield & 
Johnstone. 


FILM CREATIONS 


Completed: National Biscuit Co. (Nabisco 
Thins), McCann-Erickson; Rayco Mfg. Co., 
Inc. (seat covers), Mogul; American Oil Co. 
(gasoline), Katz; Revlon Products Corp. 
(Hi & Dri), Mogul; S. A. Schonbrunn & 
Co., Inc. (Savarin coffee), Gumbinner; Ron- 
zoni Macaroni Co., Inc. (various products), 
Mogul; Coast Fisheries (Puss N’ Boots), 
Lynn Baker; Lever Bros. Co. (Spry), FC&B; 
Whitehall Pharmacal Co. (Jo-Cur), Lynn 
Baker. 


In Production: S. A. Schonbrunn & Co., Inc. 
(Savarin coffee), Gumbinner; S & H Green 
Stamps, Irving Weill; American Oil Co. 
(snow tires), Katz; Johnson & Johnson 
(Liquiprin), L. W. Frohlich; Sutton Cosme- 
tics, Inc. (Sutton Stick), Gumbinner. 


FILMACK CORP. 


Completed: Van Daam Motors (cars), Weill 
& Eby; Bank of Virginia (services), Lindsey 
Adv.; Tropical Park (racing), Paul C. War 
ren; Fingers Furniture, Gulf State; Shillito 
Dept. Store, Dinerman & Co.; Falls City 
Brewing Co. (Great Falls Select beer), 


Wendt. 


HARRIS-TUCHMAN 
PRODUCTIONS 


Completed: Lever Bros. Co. (Wisk), BBDO; 
Bekins Van & Storage (moving), Brooks 
Adv.; Sparklettes Drinking Water Corp., 
McCarty Co.; Harris & Frank (clothing), 


December 17, 1956, Television Age 


53 








F; ilm (Continued from page 53) 


Walter McCreery; Pioneer Home Appli- 
ances, David Olen; Tom Sawyer Potato 
Chips, M. B. Scott. 


In Production: Carnation Co. (instant choco- 
late milk drink), Erwin, Wasey. 


KEITZ & HERNDON 


Completed: Standard Oil of Indiana (gaso- 
line), D’Arcy; Quality Chek’d Dairy Prod- 
ucts, Campbell-Mithun; Southern Union 
Gas; General Electric Co. (heating & cool- 
ing), R&R. 


In Production: Dr. Pepper Co.; Continental 
Transfer & Stg. Co. (transfer & storage). 


JAMES LOVE PRODUCTIONS, 
INC. 


Completed: Aluminum Company of America 
(Christmas presentation), Fuller & Smith & 
Ross; North American Philips Co., Inc. 
(Norelco Electric Shaver), C. J. LaRoche. 


In Production: Westinghouse Electric Corp. 
(National air conditioning), Fuller & Smith 
& Ross; U.S. Air Force (civil air patrol) ; 
Raytheon Mfg. Co. 


MPO TELEVISION FILMS 


Completed: General Cigar Co. (White Owl 
cigars), Y&R; Gillette Co.. Maxon; Procter 
& Gamble Co. (Star Dust); B&B; Jos. 
Schlitz Brewing Co. (beer), JWT; Union 
Carbide & Carbon Corp. (series for Omni- 
bus), Mathes; John Hancock Insurance Co.., 
McCann-Erickson; Lever Bros. Co. (Rinso), 


JWT; Procter & Gamble Co. (Duz), 
Compton. 

In Production: Noxzema Chemical Co., 
SSC&B; (Tartan), D-F-S: Schick, Inc. 


(Shavers), Warwick & Legler; Radio Corp. 
of America, K&E; Gillette Co., Maxon, 
Procter & Gamble Co. (Blue Dot Duz), 
Compton; United Motors Service Div., Gen- 
eral Motors Corp., Campbell-Ewald; Lever 
Bros. Co. (Rinso), JWT; Pharmaceuticals, 
Inc. (Serutan, Zarumin, Hi-V), Kletter. 


FRED A. NILES PRODUCTIONS, 
INC, 


Completed: Admiral Corp. (portable tv sets), 
Henri, Hurst & MacDonald; Pabst Brewing 
Co. (beer), Burnett; Magikist (rug clean- 
ers), Doris Greenwood; S. C. Johnson & 
Son (Pride furniture wax), Needham, Louis 
& Brorby; Cambell Soup Co. (Christmas 
greetings), Burnett; Quaker Oats Co. (Aunt 
Jemima Corn Bread), John Shaw; Bell & 
Howell Co. (motion-picture cameras), K&E; 
Brunswick-Balke-Collender Co. (automatic 
pin setters), McCann-Erickson; Blatz Brew- 
ing Co. (beer), K&E; Storz Brewing Co. 
(beer), Bozell & Jacobs. 


In Production: Kelsey-Fraser Productions 
(electrical utility cos.). 


PLAYHOUSE PICTURES 


Completed: Ford Motor Co. (Tennessee 
Ernie Ford Show—openings), JWT; Falstaff 
Brewing Corp. (beer), D-F-S; Chrysler 
Corp., DeSoto Div. (1957 DeSoto), BBDO; 
Remington Rand, Inc. (electric shavers), 
Y&R; Schlitz Brewing Co. (beer—Schlitzer- 
land), JWT. 


In Production: Chrysler Corp., DeSoto Div. 


(1957 DeSoto—Groucho Marx Show), 
BBDO; Falstaff Brewing Corp. (beer), 
D-F-S; Lanvin Parfums, Inc. (My Sin, 


Arpege), North; U.S. Navy Dept. (recruit- 
ing); Richfield Oil Co., Hixson & Jorgen- 
son; Regal Pale Brewing Co. (beer), Guild, 
Bascom & Bonfigli. 


SONG ADS, INC. 


Completed: Ford Motor Co. (Mercury cars), 
K&E; Tidewater Assoc. Oil Co. (Flying A 
gasoline), Buchanan; General Mills, Inc. 
(Pillsbury Brownie Mix), Burnett; C. V. A. 
Corp. (Roma wine), FC&B; Colonial Stores 
(Sav-A-Stamp), Liller, Neal & Battle. 


In Production: Borden Milk Co. (milk), 
Tracy-Locke; General Mills, Inc. (Pills- 
bury Brownie Mix), Burnett. 


VIDEO PICTURES 


Completed: Speidel Co. (watch bands, men’s 
jewelry), Norman, Craig & Kummel; Ster- 
ling Drug Co. (Ironized Yeast), Thompson- 
Coch. 
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The Old Pro, a Playhouse Pictures 
commercial for Falstaff Brewing Co., 
used on the company’s pro football 
games. 


In Production: Sperry & Hutchinson Co. 
(Green Stamps), SSC&B; Carter Products, 
Inc. (Rise shaving cream), SSC&B. 


WILDING PICTURE 
PRODUCTIONS, INC. 


Completed: Crosley Div., Aveo Mfg. Corp., 
Compton; Ford Motor Co., JWT; Admiral 
Corp., Henri, Hurst & MacDonald; Dow 
Chemical Co., MacManus, John & Adams; 
Standard Oil of Indiana, D’Arcy. 


Burnett Move 


The just-completed move of 
the Leo Burnett Co. into the Pru- 
dential Building was one of the 
biggest operations of its kind 
ever attempted in downtown 
Chicago, but’ it gave the agency 
ample room for its expanding 
business, which this year is ex- 
pected to total $75 million in 
billings. 

In the new set-up the tele- 
vision department occupies a 
full floor, the 13th, in the five- 


floor layout. Included are a com- 


pletely equipped studio, the 
necessary heavy electrical cir- 
cuits, tape - recording pickup 


equipment, a large conference 
room with a suitable picture 
screen and a projection room for 
both 16 and 35mm film. 

There is also a control room 
with 
booth, screening room, viewing 


soundproof announcer’s 
rooms and a small theater, as 
well as a film-storage library and 
the necessary equipment for cut- 
ting, editing and splicing. Bur- 
nett’s lease in the Prudential 
building is said to be the largest 
office-space transaction negotiated 





in Chicago in the past 25 years. 
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BONDED BUYS VIDEO EXPEDIT- 
ING 

The acquisition of Video Expediting 
& Library Service, Inc., by Bonded Tv 
Film Service has been announced by 
Chester Ross, Bonded president. 

Mr. Ross said that Jack Fitzgerald, 
president of Video, would be retained 
as vice president of the subsidiary, to 
be known as Video Expediting, Inc. 
The subsidiary will specialize in pro- 
curement and distribution of tv spots, 
operating from New York, Chicago 
and Los Angeles. 


QUIVEY NAMED BY WILDING 
William Quivey has been appointed 
by Wilding Picture Productions, Chi- 
cago, as an account executive in the 
firm’s eastern 
sales division, 
which has head- 
quarters in New 
York. Mr. Qui- 
vey’s industrial 
motion - picture 
experience in- 
cludes selling; 
editing 
and camera work. 
Before this, he spent 12 years in the 


writing, 


agency business. 


DEAN FOR DYNAMIC 

Dynamic Films, Inc., New York, 
has announced the appointment of Phil 
Dean Associates to handle public re- 
lations and publicity. The announce- 
made by Nat Zucker, 
president. Mr. Dean specializes in 
broadcasting public relations and has 


ment was 


several tv station accounts. 


NEW FILMACK DEPARTMENT 
The opening of a new ID Optical 
Department to produce 10-second 
shared ID’s at one-third the standard 
cost has been announced by Filmack 
Television Studios, New York. The 
firm’s new lab equipment has a pre- 
cision-mounted focusing adapter which 
is said to eliminate several production 
stages, enabling Filmack to deliver 





shared ID prints in less than three 
days. The new department contains 
call letters of every station throughout 
the country, the announcement states. 


NEW TCF DEPARTMENT 
A new business-affairs department 
has been established by TCF Tele- 


vision Productions in anticipation of 


increased activity, according to an an- 
nouncement by Irving Asher, execu- 
tive in charge of production for the 
20th Century-Fox subsidiary. 

Charles Bole, of the parent firm’s 
legal staff, has been named business- 
affairs manager. As head of the new 
he will 


tracts, handle negotiations and admin- 


department, supervise con- 


ister business details. In moving to 
TCF-TV, Mr. Bole takes over most of 
the 
formed by Michel Kraike, who now 


business-affairs functions _ per- 
will devote his time to creative effort 
in development and supervision of new 


series for TCF-TV. 


Looking for Tv Success Stories? 


Then look no longer. The TeLevision AGE series of Product Group Success Stories takes 
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News (Continued from page 31) 


farm shows and farm directors. 


TEST OBJECTIVES. The objectives 
of the test were twofold: to find out if 
dairymen watch and react to tv adver- 
tising, and to measure any dealer en- 
thusiasm that the advertising might 
create. 

One-minute commercials delivered 
by the farm directors were used—on 
one station during the noon farm pro- 
gram, on the other at 10:10 p.m., ad- 
jacent to news and weather. 

After several weeks the company 
made a free offer of a mastitis oint- 
ment. Viewers were asked to send their 
names, addresses and the number of 
cows in their dairy herds to the sta- 
tion. Respondents were sent a sample 
and a letter with the name of the near- 
est Hess & Clark dealer. 

There were 837 requests from the 
nighttime spots. They covered 31 coun- 
ties and two states. From the daytime 
show there were 485 answers. These 
requests covered four states and 40 
counties. 

In both cases, cov erage was greater 








State Farm Likes Tv 


It took a 26-week test run on a regional network to convince State 
Farm Insurance Co. that television could serve it best—and on a 
national hook-up. Back in 1954 State Farm bought a segment of 
Panorama Pacific, a west-coast morning show, to run for half a year. 
Since then, the insurance firm, specializing in automobile coverage, 
is spending a “clear majority” of its advertising dollars in television 
and at present is committed “well into 1957” for network buys. 

After the Panorama Pacific stint, State Farm decided that tv was 
the right medium, but that a new vehicle was needed because a day- 
time show was not reaching the desired male audience. The firm set 
its sights on sports programming. CBS worked out Red Barber's 
Corner following the Wednesday-night fights, which State Farm spon- 
sored. After this fight card moved to ABC, State Farm took the show 
to NBC, where it now follows the Gillette Cavalcade of Sports on 
Friday nights. 

Sponsorship of Red Barber's Corner is committed well into next 
year. State Farm is currently carrying it over 114 stations. On the 
west coast, a similar show called Hank Weaver’s Corner, following the 
Wednesday-night fights, is carried by State Farm in Los Angeles, 
San Francisco, Bakersfield, Sacramento, Portland and Spokane. And 
in certain important markets where neither Barber nor Weaver could 
be cleared, the insurance firm has made local buys on a spot-pro- 
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gramming basis. 


than the Grade B pattern claimed by 
the station. 

To check the ad effectiveness further, 
a follow-up questionnaire went out to 
all respondents. Out of 1,322 question- 
naires there were 430 replies—a return 
of 31 per cent. 

Says Dr. Andrews, “Probably the 
most interesting answer to us was that 
64 per cent of the replies stated they 
had not heard of our product before. 
Thus the greater portion of the audi- 
ence we reached with television mes- 
sales 
prospects, all of whom have now tried 
our product.” 


sages was composed of new 


FARMER TV HABITS. “Other ques- 
tions gave us valuable clues as to the 
listening and viewing habits,” con- 





HARRIS-TUCHMAN 
PRODUCTIONS 


751 NORTH HIGHLAND AVENUE 
HOLLYWOOD 38, CALIFORNIA 
TELEPHONE WEbster 6-7189 


Superior Films By Design 
INDUSTRIAL & TRAINING FILMS 








tinues Dr. Andrews. “Briefly, we found 
that farmers watch television between 
the hours of 6 and 10:30 p.m. We 
found that they were most interested 
in variety and dramatic programs—all 
of which 
watch television for entertainment. 
“But when asked if they watched 
television for farm news and market 
reports, 78 per cent said yes. It hap- 
pened that both stations had noon- 
time farm-news shows, which was the 


meant to us that farmers 


preferred time indicated by our re- 
spondents. This certainly proved to us 
that, although the farmer watches tele- 
vision for entertainment, he will turn 
to it for his farming information if it 
is offered to him.” 

But with its value proved and his 
company sold on tv, Dr. Andrews says 
that “when it comes to doing business 
with a farm advertiser, and I mean one 
who has a product to sell that only a 
farmer can buy and use, we have rea- 
son to believe that mighty few television 
stations are interested. . . . In the last 
three years, only four television station 
reps have called upon our agency to 
sell a farm television show. And our 
advertising agency is a leader in the 
agricultural-ad field, representing 11 
national and regional agricultural ac- 
counts.” 








(Continued from page 39) 


C&W 


years of greatest expansion began. In 
1949 billings were approximately $27 
million. By 1955 they had reached 
$45,800,000. 

A merger with Ivan Hill, Inc., in 
1954 established a Chicago office, with 
Mr. Hill as vice president in charge. 
There are currently 350 employes 
servicing 40 accounts in advertising 
and public relations. 

John P. Cunningham was elected 
president Jan. 1, 1954, after spending 
his entire business life with the agency. 
A Harvard graduate, he started as an 
artist and layout man at Newell-Em- 
mett. He shifted to copy after two 
years, and in 1930 he was made vice 
president in charge of creative pro- 
duction. 

While he believes that tv is the most 
vital medium, he also believes that “it is 
time to look into the future with some 
concern.” 


Grown to a Giant 


“Television,” he says, “has grown hap- 
hazardly into a giant industry and, in 
general, has followed the dollars wher- 
ever they were without too much 
planning. There are three areas of con- 
cern developing, and networks, broad- 
casters, advertisers and government 
will probably come face to face with 
them in the next several years. 

“First, there’s a sort of ‘media- 
monopoly’ that’s growing up in tele- 
vision that may soon achieve the stat- 
ure of a real problem. A group of large 
advertisers has in effect, a virtual mo- 
nopoly on the prime time, due to 
getting there first with the most. Some 
of them have several hours per week 
under what could be an almost per- 
petual contract. 

“As long as the earth turns around 
on the regular schedule that it does, 
good hours can’t be added to the day 
the way a magazine or newspaper can 
add pages. It is becoming increasingly 
difficult for small businesses to get into 
prime-time television and even for big 
businesses-come-lately. This ‘prime- 
time monopoly’ is gradually becoming 
of concern to Washington and to fair- 
minded economists who believe that 
the American way of business life 
should provide equal opportunities for 
all businesses.” 

The agency president says he does 





German Tv 


Germany will soon have com- 
mercial television. The Bavarian 
State Network offered the first 
commercial spots to advertisers 
in November at weekly rates of 
from $12 to $17 per second for 
spots ranging from 15 seconds to 
two minutes. Saturday rates are 
25 per cent higher. There are 
50,000 sets in the region. 

Although television is state- 
operated in Germany, the Bavar- 
ian move to sell time to private 
advertisers is likely to be fol- 
lowed in other regions. 











not know the answer to the problem, 
except that the opportunity to buy 
prime-time spots and one-time shots on 
spectaculars is helpful. 

The second area of concern, he says, 
is the great difference in audience- 
exposure costs, even on class A time. 

“A dollar spent on one show may 
bring one-quarter of the value of a 
dollar spent on an opposite show be- 
cause of the audience-rating difference. 
Certain high-rated programs, such as 
the Ed Sullivan show, deliver three 
times the audience exposure per dollar 
as the other shows because of the audi- 
ence-rating differences. The day may 
come when the networks will have to 
consider different rates for different 
shows, based on any one of the ratings 
that is most acceptable, or an average 
combination of all of them.” 

He draws a parallel with magazines, 
which for years have been selling pre- 
ferred positions based on visibility and 
traffic, and newspapers, which charge 
heavy premiums for pages one through 
four. 

“It suggests the possibility of no 
higher average rates but lower rates 
on some shows and higher on others. 
How long advertisers will continue to 
support at the same rates the gamble 
of the networks’ editorial matter is an 
interesting question.” 

The third area of coming change, 
says the agency president, is certainly 
in programming. 

“Since the start of television it has 
been assumed, and probably rightfully 
so, that consumers want only fiction 
and amusement, since the vast propor- 
tion of all time is used that way. Not 


so long ago, fiction and entertainment 
comprised the principal editorial mat- 
ter in magazines. Most of the maga- 
zines were purely fiction—Cosmopol- 
itan, Redbook, Argosy, Everybody's, 
Scribner’s—but in the last generation 
people’s interest has shifted. It has 
shifted somewhat from romance and 
fiction to factual, news, political areas 
—the type of feature called an article. 
Life and Reader’s Digest have achieved 
the greatest circulations in America 
with a minimum of emphasis on fiction 
and entertainment. Ty may 
going that way, if these indices of 
audience interest mean anything.” 

Few good shows of a non-fictional 
type have as yet been developed, Mr. 
Cunningham says. The possibilities for 
factual shows are just beginning to 
come to light in such offerings as Wide 
Wide World, See It Now and You Are 
There. 


well be 


May Develop Soon 


“Possibly this area may 
profitably soon, due to people’s interest 
being so strong in the area of actuality. 


develop 


They are more interested in peace and 
war, in their bodies, in the world 
around them, in their family welfare 
than they are in fiction and comedy. 
These areas will probably be explored 
more extensively in the coming years 
as television continues to grow up.” 

And Cunningham & Walsh’s tele- 
vision service to advertisers will no 
doubt continue to grow with the medi- 
um. The merger with Brisacher- 
Wheeler, for instance, brings to C&W 
a top agency in tv-commercial produc- 
tion. 

In the new west-coast offices, execu- 
tives will be taking a week out of each 
year to work with client products at 
the point of sale. It’s the scheme that 
New York staffers have been famous 
for through the agency’s wide trade 
and newspaper campaign, “The man 
from Cunningham & Walsh.” 

And C&W will probably continue to 


log new business. They still satisfy. 
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The Timebuyer Asks... 


WHO OWNS KTRK-TV? 








. ++. a good question that every 
smart timebuyer wants to know about 
every station he buys. With ownership 
go those intangible assets... prestige 
and influence in the community... 
reputation for effectiveness . .. promo- 
tional plusses ... in short “the company 
you keep!” 


% 


LEO BURNETT CO., Inc., timebuyers and 
media supervisors, left to right, Harry 
Furlong, John Huckstep, Dick Coons, Doug 
Burch, Helen Stanley, and Arne Nordmark, 
talk with Warren Nelson of George P. 
Hollingbery Co., national representatives 
for KTRK-TV. 








Live Ts ’ 


Ln aa 
KTRK-TV is owned by Houston Con- 
solidated Television Company ... a 
company that merged all the great 
forces that have made Houston Amer- 
ica’s most amazing city! The Jesse H. 
Jones interests, owners of the powerful 
Houston Chronicle, are major stock- 








holders pats manage KTRK-TV for a 
score of influential Houstonians whose 
interests include Oil, Cotton, Cattle and 
Ranching, Banking and Finance, Law 
Securities, Industry, Public Utilities, 
Public Relations and outstanding gov- 
ernmental service. 
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This solid ownership, plus better 
shows and showmanship on the local 
level, plus ABC’s increasingly strong 
network lineup, have made KTRK-TV 
the family favorite and your best buy 
in the $3 billion dollar Houston market! 


KTRK-TV 


THE CHRONICLE STATION, CHANNEL 13 NATIONAL 

P. 0. BOX 12, HOUSTON 1, TEXAS—ABC BASIC ain 
GEO. P. HOLLINGBERY 

HOUSTON CONSOLIDATED TELEVISION CO. MPANY 


General Manager, Willard E. Walbridge 
Commercial Manager, Bill Bennett 


500 Fifth Avenue, 
New York 36, New York 








TELEVISION AGE 


ll four speakers at the recent 

Media Buying Workshop of the 
1956 Eastern Annual Conference of 
the American Association of Advertis- 
ing Agencies, in approaching what was 
presented as a hypothetical advertising 
campaign problem, favored using 
mostly broadcast media. (The case his- 
tory turned out to be a real one, in- 
volving Tetley Tea and its agency, 
Ogilvy, Benson & Mather.) 

But of the four speakers—Arthur 
Porter, vice president and media di- 
rector at J. Walter Thompson; Lee 
Rich, vice president and associate 
media director at Benton & Bowles; 
Dr. Leo Bogart, director of account 
research services for McCann-Erick- 
son, and Dr. E. L. Deckinger, vice 
president in charge of media strategy 
at Grey Advertising—only Dr. Deck- 
inger championed television. The Grey 
media strategist stated that he would 
put the entire budget of $750,000 in 
spot broadcasting, mostly in daytime 
television. If there was any money left 
over, he would use some night tv and, 
with any further leftover funds, some 
radio. 

Some of the more cogent reasons 
given by Dr. Deckinger for his prefer- 
ence for tv were: 

e@ “The key is in the exploitable 
properties of the product, and those 
which the copy people wish to exploit. 
The most important single thing in se- 
lection of media is ‘what I am trying 
to say and how I am going to say it.’ 
The best media in the world can’t sell 
a product if they are wrong for the 
copy presentation. 


December 17, 1956 


a review of 





REPORT 


current activity 


in national 
spot tv 


e@ “... this product has eight at- 
tributes that the copy platform wishes 
to exploit . . . five copy points are 
certainly demonstrable. Two of the 
other three might even be demon- 
strated if we tried hard enough. But 
the product, plus the way the copy 
platform is constructed, simply begs 
for demonstration media. 

e@ “Also, convenience, not taste, is 
an important ingredient. Convenience 
is a fact; the taste claims are con- 
trived. This says we must sell not so 
much to the consumer, to whom taste 
is important, but to the preparer— 
who is apt to be the housewife—to 
whom convenience is important. 

e@ “Daytime television is made to 
order for a product that aims at the 
at-home-in-the-daytime housewife. This 
one certainly does. 

@ “I would prefer daytime televi- 





Don Leonard, media director, W. B. 
Doner & Co., Baltimore, is handling 
the buying for National Brewing Co. 


sion as my first medium, for the fol- 
lowing reasons related to the market- 
ing characteristics of the product: 1. 
Because it reaches the housewife, who 
is the primary purchasing agent... . . 
2. Because it does its best job in the 
bigger families, which I am told are 
3. Because 


there are daytime programs which 


the important ones. . . . 


have middle- and lower-income lean- 
ings. . . . 4. Because this is an urban 
product and television is an urban 
medium. . . .” 


AMERICAN CHICLE CO. 
(Dancer-Fitzgerald-Sample, Inc., 


N. Y.) 


The company will be adding about a 
dozen markets to its current list of around 
50 markets. All of the schedules are 
intended to run for some 20 weeks into 
1957. Pete Triolo is the timebuyer. 


BEECH-NUT PACKING CO. 
(Kenyon & Eckhardt, Inc., N. Y.) 


For its BABY FOODS the company is 
setting up schedules in eastern markets to 
start early in January. Lucy Kerwin 

is the timebuyer. 


BLOCK DRUG CO. 


(Lawrence C. Gumbinner Advertising 
Agency, Inc., N. Y.) 


The agency officially takes over this account 
on Jan. 1 and is looking over the picture 

so that it can take immediate action. 
Since Block has always been a good spot 
user, it is safe to assume there will be 
activity from this corner. Paul G. 
Gumbinner, vice president, is in charge 
and is assisted in the buying by Anita 
Wasserman. 


COLGATE-PALMOLIVE Co. 
(Carl S. Brown Co., Inc., N. Y.) 


Starting about the first week in January, 
a campaign for VEL will run in close 


(Continued on page 60) 
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Spot (Continued from page 59) 

to 40 markets, located in hard-water 
areas. Schedules will consist mostly of 
daytime 20’s and from five to ten 
announcements will be used. The buys 
are being made for 12 weeks, but it is 
expected they will be extended for the rest 
of the year. Rose-Marie Vitanza is the 
timebuyer. 


CONTINENTAL OIL CO. 
(Benton & Bowles, Inc., N. Y.) 


The company bought the new CBS 
Television Film series called W hirlybirds 
for presentation in 39 markets in the 

west and southwest. Starting dates have 
not been decided yet, but they will probably 
be around the beginning of February. 
Richard Trea is the timebuyer. 


D-X SUNRAY OIL CO. 
(Potts-Woodbury, Inc., Kansas City) 
The company’s first jump into tv will 
land it in 40 markets with Guild Films’ 
new series, Captain David Grief. The 

firm will get going sometime in February 
and is scheduled to carry the series for 

52 weeks. Sunray markets are located in 
the following 11 states: Minn., Wis., 
Towa, Ill. (except Chicago), Kan., Mo., 
Okla., Ark., Ky. and parts of Tenn. and Ind. 
Gene Dennis, account executive, is the 
contact. 


ECLIPSE SLEEP PRODUCTS 
(Campbell-Mithun, Inc., Minneapolis) 
For its projected campaign for SPRING- 
WALL MATTRESS the company is 
looking at programs in selected areas. 


Currently the attention seems to be in the 
southeast. 


ENGLANDER CO. 
(North Advertising, Inc., Chicago) 


The agency has been sending a buyer 

out and setting up tests in four or five 
markets. The company is buying into 

local personality shows and half-hour films. 
Robert Riemenschneider is the traveling 
timebuyer. 


FALSTAFF BREWING CORP. 
(Dancer-Fitzgerald-Sample, Inc., 
N. Y.) 


Falstaff will be sponsoring MCA-TV 
Film Syndication’s series, State Trooper, 
in at least 70 markets located in Ala., 
Ark., Calif., Colo., Fla., Ill., Ind., Iowa, 
Kan., La., Mich., Miss., Mo., Neb., 
Nev., N.M, N.D., Ohio, Okla., S. D., 
Tenn., Tex. and Hawaii. Frank Howlett 
is the timebuyer. 


GENERAL FOODS CORP. 
(Young & Rubicam, Inc., N. Y.) 


For SWANS DOWN CAKE MIXES there 
will be another flight coming up in 
their continuing campaign of tv spot. 
Warren Bahr is the timebuyer. 


GLAMORENE, INC. 
(Product Services, Inc., N. Y.) 


This firm should get under way with its 
spring spot drive at the end of January 
or in early February. This effort 

should follow the usual pattern in which 
schedules of minutes are bought where 
good buys can be found. The company 
expects to increase its spot appropriation 
for the coming year. Mort Reiner is 

the timebuyer. 
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Agency Timebuying Assignments* 
McCANN-ERICKSON, INC., NEW YORK 


Director of media: William C. Dekker, v. p. 

Associate media directors: John B. Crandall, Richard Bean, John J. Flanagan, 
William A. Fricke, Edwin F. Wilson. 

Media group heads: Al R. Sanno, on Liggett & Myers (Chesterfield), reporting 
to Mr. Crandall; Tom F. Swick, on Esso Standard Oil, reporting to Mr. 


Flanagan. 


Airlines. 


NBC Bread, Talon, Inc. 


Stewart, is the contact.) 


* One of a series 





Broadcast supervisors: Henry Cleeff, on Esso products except Flit, reporting to 
Mr. Swick; Ted Kelly reporting to Mr. Wilson; John Morena, on Chesterfield, 
reporting to Mr. Crandall; William Pellenz reporting to Mr. Crandall; Murray 
Roffis reporting to Mr. Fricke; Warren Stewart, on Coca-Cola, reporting to 
Mr. Bean, on all other accounts, reporting to Mr. Flanagan. 

The following is the list of timebuyers and their accounts and, in parenthesis, 
the broadcast supervisor to whom each timebuyer reports. 


SAL AGOVINO: (Ted Kelly) Barrett Division, Canadian National Railways, 
National Biscuit Co. (NBC Bread and Sky King placements), Trans-Canada 


VIRGINIA CONWAY: (William Pellenz) Mennen Co., Nestle Co. 

MILDRED FULTON: (Murray Roffis) Bulova Watch Co. 

SY GOLDIS: (John Morena) Liggett & Myers Tobacco €o. (Chesterfield) 

TOM HOLLINGSHEAD: (Murray Roffis) American Safety Razor Co., Clark 
Brothers Chewing Gum, Columbia Records, Cowles Magazines, Inc. (Look), 
B. F. Goodrich Co. (Footwear and Flooring divisions), Hampden Brewing 
Co., John Hancock Mutual Life Insurance, Hood Rubber Co., Manufacturers 
Trust Co., Stegmaier Brewing Co., Westinghouse Electric Corp. 

MARIANNE LIXIE: (Henry Cleeff) Enjay Co., Esso Standard Oil Co., except 
Flit, Gilbert & Barker Co., Penola Oil Co., Standard Oil of New Jersey. 

JANE PODESTER: (Ted Kelly) Atlas Supply Co., Donahue Sales Corp., 


Durene Association of America, National Biscuit Co., all products except 


JAY SCHOENFELD: (Warren Stewart) American Rayon Institute, Corn 
Products Sales Co., Eastco Laboratories, Esso Standard Oil Co. (Flit only), 
Dorothy Gray, Inc., Holmes & Edwards Division of International Silver Co., 
Lehn & Fink Products Corp., Norwegian Canners Association, Saving & 
Loan Foundation, Inc., Seeck & Kade (Pertussin), Tampax, Inc., Vickers- 
Armstrongs, Ltd., Whitehall Pharmacal Co. 

CHARLES WILLARD: (William Pellenz) Brightwater Paper Co., Chese- 
brough-Ponds, Inc., Owens-Corning Fiberglass Corp., U. S. Borax & Chemical 
Corp., U. S. Potash Co., Victaulic Co. of America. 


(There is no timebuyer assigned to Coca-Cola Co. Broadcast supervisor, Warren 








GROVE LABORATORIES, INC. 
(Dowd, Redfield & Johnstone, Inc., 
N. Y.) 


An increase can be expected in the spot 
appropriation for Grove’s CITROID COM- 
POUND. This upping in spot money is 
because of “increased sales.” This will 

be in addition to the current campaign 
(see Sept. 10 Spot Report). Betty 

Nasse is the timebuyer. 


H. J. HEINZ CO. 
(Maxon, Inc., N. Y.) 


The firm will ring in the new year with a 
special New Year’s Eve campaign in 
about 85 markets. Based on the theme, 
“Try 57 in °57,” the company will place 
two or three announcements before 
midnight and a like amount during the 
next day. Also, the company indicates the 


euphonious 57 for ’57 theme is a 
natural for it and consequently it plans 
to squeeze all it can out of it during 
the year. Tom Maguire is the timebuyer. 


HENR?’P’S FOOD PRODUCT CO. 
(Mautner Agency, Milwaukee) 

The maker of HENRI’S SALAD 
DRESSING is planning to get going on 

a 13- to 26-week campaign of daytime ID’s 
in about 20 scattered markets. Margaret 
Flood, account executive, is the timebuyer. 


JACOBY-BENDER, INC. 
(Friend-Reiss Advertising, N. Y.) 


At press time the firm, a new account for 
the agency, was debating between network 
participation or spot schedules. Whatever 
the decision, the watch company’s effort 
should get under way in February. Ed 
Ratner is the timebuyer. 











A-K Appointee 


Wallis Sterling Ivy Jr. has 
been named manager of the Dal- 
las office of Avery-Knodel, Inc., 
radio and television station reps, 
it has been announced by Lewis 
H. Avery. 
Mr. Ivy, who 
succeeds 
George Ste- 
vens in the 
post, was a 
radio and tv 
account ex- 
ecutive for 
three years 
in the Dallas 
office of the Katz agency before 
joining Avery-Knodel. 

His previous experience in the 
field includes five years with the 
Taylor-Norsworthy advertising 
agency as account executive and 
stockholder in Dallas, two years 
as assistant director of advertis- 
ing and public relations for the 
Brooklyn (N.Y.) Union Gas Co. 
and two years as an executive 
trainee with J. Walter Thompson 
in New York. 








NATIONAL BREWING CO. 
(W. B. Doner & Co., Baltimore) 


The Oct. 8 Spot Report on this account 
mentioned that it bought NTA’s half- 
hour series, Sheriff of Cochise, in 12 
markets and had an option in 11 other 
markets. At this date it has exercised the 
option in some eight of the 11. but it 
will not start in these until May or 
June. Also, National is presenting a non- 
commercial concert on Bee. 18 over 
wMak-TV Baltimore, wMAL-Tv Washington, 
wsoc-Tv Salisbury, wPrH-tv Wilmington, 
wsBa-Tv York, wcms-tv Harrisburg 

and wsva-tv Harrisonburg, Va. Don 
Leonard, media director, is the timebuyer. 


NEHI CORP. 
(Compton Advertising, Inc., N. Y.) 


This soft-drink advertiser is contemplating 
another large-size spot campaign that 
will get under way in early spring. 

It plans to use varying schedules of 
nighttime 20’s and ID’s in about 150 
markets. Genevieve Schubert is the 
timebuyer. 


NEW ENGLAND 
CONFECTIONERY CO. 


(C. J. LaRoche Co., Inc., N. Y.) 


The manufacturer of NECCO CANDIES 
is taking a Christmas hiatus from its 
campaign begun in early fall (see Sept. 
24 Spot Report). The company ihe 
to come back early next year and is 





Vera Brennan, who recently joined 


Sullivan, Stauffer, Colwell & Bayles, 


Inc., N. Y. as timebuyer, will be doing 
the buying on Richard Hudnut prod- 
ucts, Lifebuoy, Noxema and Smith 
Brothers. 


now deciding when and where. Doris 
Gould is the timebuyer. 


PABST BREWING CO. 
(Leo Burnett Co., Inc., Chicago) 


Pabst tried to cancel its network show, 

alternating sponsorship of ABC's 

W ednesday Night Fights, but it couldn't 

swing free. It will therefore hold that 
(Continued on page 62) 











LAMBERT-HUDNUT DIVISION 
OF WARNER-LAMBERT 
PHARMACEUTICAL CQ. 


(Lambert & Feasley, Inc., N. Y.) 


The maker of LISTERINE will end its 
five-minute, across-the-board sponsorship 
of the Les Paul and Mary Ford Show, 
which it is carrying in some 50 markets, 
at the end of this year. Future spot 
activity from this account will most 
probably be confined to inclusion in the 
parent company’s franchise buys. James 
Watterson is the timebuyer. 


LEVOLOR LORENTZEN, INC. 
(Friend-Reiss Advertising, N. Y.) 


The 1957 effort of this company will be 
directed towards participations in feature 
films in scattered markets around the 
country. Ed Ratner is the timebuyer. 


NATIONAL BISCUIT CO. 
(McCann-Erickson, Inc., N. Y.) 


The company will be placing the 15- 
minute film series, Statesmen Quartette, 
in about 20 markets beginning the first 

of the year. Jane Podester is the 
timebuyer. Also, at the same time the 
company is placing the half-hour film 
series, Sky Ring, in about 25 more markets, 
making the overall total carrying the 
show some 103 markets. Sal Agovino is 
the timebuyer. 


~ 





New Katz Cost Summary 


The latest spot-tv advertising cost summary released by the Katz 
Agency, Inc., station representatives, offers a further boon to adver- 
tising agency timebuyers and spot-schedule planners, augmenting the 
standard spot-cost data with which Katz has been servicing agencies 
at six-month intervals. 

According to Daniel Denenholz, Katz research and sales-data 
director, the new expanded service for estimating spot-tv budgets 
resulted from industry requests that reflected the need for a sum- 
mary incorporating more than the open rate figures. The formulas 
contained in Katz spot-tv advertising summary No. 20 provide, Mr. 
Denenholz points out, a more comprehensive means for media de- 
partments to estimate a wide variety of spot-campaign situations. 

Implied in the Katz provision of this more comprehensive estimat- 
ing means is the desire to provide agencies with the ability to make 
more accurate comparisons between spot-campaign and network costs. 

Estimating formulas included in the summary give average dis- 
counts at various frequencies based on the number of units in the 
contract year, for programs and announcements as well as for night 
and daytime. Average discounts based on package plans are also 
provided. 

In addition to the discount formulas, ratios of daytime and late- 
night rates to nighttime, plus relationships among various time units, 
are covered. 

Since Katz pioneered in the regular distribution of cost summaries 
to agencies, the rep organization has developed a wide variety of 
spot planning aids. The current summary, which is being sent to a 
key list of account executives, media department personnel and time 
buyers, among other agency people, represents, however, the first 
instance of a station rep distributing an overall budget-estimating 
device. 








December 17, 1956, Television Age 


61 








Spot (Continued from page 61) 


show until May. Even so, Pabst will get 
under way with a solid spot drive starting 
the first of the year in some 35 markets. 
Robert Clark is the timebuyer. 


PENICK & FORD LTD., INC. 


(Batten, Barton, Durstine & Osborn, 
Inc., N. Y.) 


The maker of MY-T-FINE DESSERTS 
is readying its plans for 1957 and spot 
is to be in the picture. Ted Wallower 

is the timebuyer. 


PEPSI-COLA CO. 
(Kenyon & Eckhardt, Inc., N. Y.) 


The company, by all reports, was pleased 
with the results of its 13-week simulcast 
contest, “Pepsi please,” over WLBC-TV 
Muncie. As a result, it has already repeated 
the idea in Lexington and St. Joseph 

and intends to place it in some 41 

more markets, mostly in the midwest 
area. It then will probably follow through in 
major markets in other sections of the 
country. In addition, of course, local 

Pepsi bottlers are running their own spot 
efforts in many markets. J. Clark 
Mattimore, account executive, is the 
contact. 


PHILLIPS PETROLEUM CO. 
(Lambert & Feasley, Inc., N. Y.) 


As previously mentioned (Sept. 24 Spot 
Report) this company will not renew 

its sponsorship of Ziv’s | Led Three Liv. 
in 44 markets. The 1957 activity will, 

in most of these same markets, be in 

five-, ten- or 15- minute news-weather-sports 
shows. Phillips will be going into new 
markets next year and in these it 

will use announcement schedules. Both 
aspects of this activity will get under way 
early in the year, with varying starting 
dates, some of the new markets not 
slated to start until April. William 
Hinman is the timebuyer. 








South Arkansas’ only tv station | 


serving a market of over a 


quarter-million people. 


Represented by 
John E. Pearson Co. 


va 
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Personals 


PETE TRIOLO, timebuyer at 
Dancer-Fitzgerald-Sample, Inc., New 
York, has taken over the buying for 
American Chicle Co., in the recent 
shuffle of timebuying assignments at 
the agency (see Tv AcE, Dec. 3, 1956). 


WARREN STEWART, broadcast 
supervisor at McCann-Erickson, Inc., 
New York, replaces Al Petcavage on 
the latter’s accounts. Mr. Petcavage 
has returned to Ted Bates & Co. 
(tv ace, Nov. 5). The accounts 
covered include American Rayon 
Institute, Corn Products Refining Co., 
Esso Standard Oil Co. (for Flit), 
Eastco Labs, Dorothy Gray, Inc., 
Lehn & Fink Products, Seeck & Kade 
(Pertussin), Whitehall Pharmacal Co. 
and others. Mr. Stewart will continue 


to handle Coca Cola. 


WALTER BOWE, timebuyer at 
Sullivan, Stauffer, Colwell & Bayles, 
Inc., New York, has been promoted 
to associate media director. One of 
Mr. Bowe’s basic accounts is Pall 
Mall. Two others named associate 
media directors at SSC&B are BERT 
WAGNER and JOHN KELLEHER. 
Personnel expansion in the agency’s 
media department has seen the 
appointment of MARJORIE LA 
NEVE, formerly of Scheideler & Beck, 
as buyer. For other recent appoint- 
ments see Tv AGE, Nov. 5. 


BRENDAN BALDWIN, a media 
supervisor at Kenyon & Eckhardt, Inc., 
New York, has been named media 
director for the agency’s Detroit 
office, succeeding Lucian R. Bloom, 
who resigned. Mr. Baldwin has 
been with K&E for a year and before 
that was associate media director at 
Benton & Bowles for three years. 


JOYCE PETERS, timebuyer at 
Emil Mogul Co., Inc., New York, 
was married late last month to 


Alfred Fesel of Yonkers, N. Y. Mrs. 





Fesel buys for National Shoes, Inc., 
Ronzoni Macaroni Co., Barney’s 
Clothes, Inc., and others. 


HELEN J. LOTT has been ap- 
pointed timebuyer at Griswold-Eshle- 
man Co., Cleveland. The agency also 
named GEORGE L. YOUNG assist- 
ant to the media director. Miss Lott 
previously served as vice president 
with Leech Advertising Co. Mr. Young 
was formerly with Lang-Fisher- 
Stashower. 


RICHARD A. HALL, vice president 
and manager of the Jefferson City 
office of Jackson, Haerr, Peterson & 
Hall, has been promoted to general 
manager of the complete agency op- 
eration, with headquarters in the home 





office at Peoria. JHPH also has an 
office in Minneapolis. Mr. Hall, one 
of the founders of the agency, has 
been active in media buying. SHER- 
MAN PETERSON, Minneapolis man- 
ager, and LYNN BICKETT, Jefferson 
City head, were elected vice presi- 
dents. 


GORDON G. VANDERWARKER, 
media director of the New York office 
of Needham, Louis & Brorby, Inc., 
Chicago, has been elected a_ vice 
president. Mr. Vanderwarker has 
been agency media director since 
1954. 








LYDIA E. PINKHAM MEDICINE 


(Harry B. Cohen Advertising Co., 
Inc., N. Y.) 


The company will get started in early 
January in 25 to 30 markets. Beth Black, 
the timebuyer on the account, has been 

ill for the past few weeks; Robert Kelly 
is handling during her absence. 


PROCTER & GAMBLE CO. 
(Tatham-Laird, Inc., Chicago) 


P&G is still adding for FLUFFO. It has 
been buying in a few markets seven- 


month campaigns of daytime minutes, 
with a frequency of about ten per week. 
John Deacon is the timebuyer. 


PROCTER & GAMBLE CO. 
(Compton Advertising, Inc., N. Y.) 


Now that DUZ is a detergent, BLUE SPOT 
DUZ, it should get big spot treatment. 

It is now still in test markets, but 
sometime next year it should get going 
around the country, and it is ee 

it will be one of P&G’s heaviest spo 
spenders. COMET and BIG TOP PEANUT 
BUTTER are other P&G products which 
are expanding their spot activity. Robert 





Liddell is the timebuyer. (J. Burbeck 
is the timebuyer on Big Top Peanut Butter.) 


PROCTOR ELECTRIC CoO., INC. 
(Weiss & Geller, Inc., N. Y.) 


The 1957 spot yy 7 of this firm will 
be bigger than ever. In fact, practically all 
of the advertising budget is directed to 

tv. Before the year is out, Proctor expects 
to run schedules in 30 major markets 
and possibly more. At this point the 
company plans to get started in mid- 
January in Boston, Columbus, O., Dallas, 
Los Angeles, New York and Pittsburgh. 

It will then follow with placements, with 





Whirlpool-Seeger Co-op 


Among the bigger users of 
television co-op advertising (see 
“Co-op and Tv” Tv AcE, Nov. 5, 
1956) is the Whirlpool-Seeger 
Corp., which manufactures and 
sells RCA Whirlpool appliances. 
Relying heavily on this type of 
advertising for local tv coverage, 
Whirlpool-Seeger carries on an 
extensive video program in co- 
operation with distributors and 
dealers. 

The company’s standard com- 
mercials are of one-minute 
length, with a ten-second open 
end, and it considers these com- 
mercials important as_ supple- 
mentary advertising for its net- 
work programs. Whirlpool-Seeg- 
er’s deals with distributors and 
dealers for these spot placements 
are on a 50-50 cost-splitting 
basis. 











varying starting dates, in Baltimore, 

Cincinnati, Chi gn a Denver, 

Detroit, Kansas City, Milwaukee, 

Philadelphia San Francisco and Washington. 
The next group includes Atlanta, Buffalo, 

Houston, Indianapolis, Miami, Minneapolis, 

Oklahoma City, qr St. Louis 

and Seattle. The list of 30 major markets 

also includes Albany, Hartford and New 

Orleans. Schedules consist of minutes 

and 20’s live and film, and for the 

most = they will be slotted in daytime. 


Jack er is the timebuyer. 


UAKER CITY CHOCOLATE & 
ONFECTIONERY CO. 


(Adrian Bauer & Alan Tripp, Inc., 
Philadelphia) 

The candy company will continue its 
current schedules and run them into May. 
On wretx New York it is sponsoring Brave 
Eagle, Abbott & Costello and announcement 
schedules. It is using Brave Eagle also 

over WMAL-TV Washington, KDKA-TV 
Pittsburgh and wxyz-tv Detroit. Ramar 
of the Jungle is the film series over 
wnac-tv Boston and Kyw-tv Cleveland. 
Over wnuc-tv New Haven it has 15 
minutes of Mickey Mouse Club. And 
announcement schedules are being carried 
over wFiL-Tv Philadelphia, weKs Chicago 
and xttv Los Angeles. There is a 
possibility that the company will be 
adding to this coverage during the next 

few months. Elmer Jaspan, tv-radio 

director, is the timebuyer. 


QUALITY BAKERS OF 
AMERICA 

(direct) 

As reported in Nov. 5 Spot Report this 
organization is buying Ziv’s Men of Annapolis 
for the next year. There will be varying 
starting dates as the series is presented in 
the following markets: Nashville, Tampa, 
Bluefield, Bristol, New Orleans, Bangor, 
Rockford, Providence, Champagne, 
Fargo, Mason City, Minneapolis, Wash- 
ington, D.C., Parkersburg, W. Va., 
Charlotte, Altoona and Harrisburg. In 
addition there will be two or three other 
markets. Also, member bakers will run 
announcement schedules later in the year. 
Some of these will be in markets not 








Unique Advertiser 
William F. MacCrystall, gen- 


eral sales manager- of KOA-TV 
Denver, has announced sponsor- 
ship of the station’s weather pro- 
gram on Thursday at 5 p.m. by 
the Arapahoe Basin, one of 
Colorado’s biggest ski resorts. 
To tie in with this sponsorship 
KOA-Tv’s weatherman is putting 
special inserts on the weather 
map to show skiing conditions 
at the Basin. Handling the resort 
account is the Bradley Lane ad- 
vertising agency of Denver. 











carrying Men of Annapolis, while some of 
those using the film will also place 
announcements. Stephen W. Siddle Jr., 
media director, is the contact. 


REVLON PRODUCTS CORP. 
(Emil Mogul Co., Inc., N. Y.) 


It is indicated that this agency will be 
testing some new Revlon products via tv 
spot. Lynn Diamond is the timebuyer. 


REVLON PRODUCTS CORP. 

oo Redfield & Johnstone, Inc., 
N. Y.) 

The understanding is that Revlon is going 

to pick up its spot activity in 1957. 

And one of its products to share in this 


contemplated increased activity is 
SILICARE. Betty Nasse is the timebuyer. 


ROTO-BROIL CORP. OF 
AMERICA 

(Product Services, Inc., N. Y.) 
The company is now running an 
announcement campaign in New York. 
It plans to try to get a co-op campaign in 
other markets, buying half-hour films. 
Mort Reiner is the timebuyer. 


(Continued on page 66) 









““‘banks on channel I9”’ 


The First Wisconsin National Bank puts 
its trust in WxIx to help assure complete 
coverage of the Milwaukee market. As 

advertising manager Bob Brown tells it: 






“Our programs on wxix—from mysteries 
to basketball— repeatedly win better-than- 
good ratings and favorable public reaction. 
We look for similarly satisfactory results 
with our new schedule of spots during the 
football season. We’re a bank that banks 
on Channel 19.” Whatever your field, it’s 
dollars to doughnuts a low-cost schedule on 
WXIX will pay the highest sales dividends. 


Walk 


CBS Owned + Channel 19 + Mil: kee + Reps 
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248,31 


Nearly a quarter of a million reprints of TELE- 





VISION AGE articles and special features have 


been sold during the past 30 months. 


This is positive demonstration of the TELEVISION 
AGE editorial vitality ... proof of the depth in 
which TELEVISION AGE serves the television 


business. 
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Here is a partial list of subjects covered during the past two-and- 
a-half years by TELEVISION AGE, and made available in reprint 


form: 


Co-op Advertising and Tv 


Ft. Wayne Study (what happens when Tv comes to town) 


Up They Go (small agencies and Tv) 

Daytime Tv 

How to Rate Ratings 

Eisenhower, Tv President 

Kenyon & Eckhardt (agency profile) 

The Missing Giant (Tv and department stores) 
The ARB Story 

Tv Timebuyers of the U. S. (published annually) 
Taxes and Tv 

Facts on Color Tv 

General Foods on the March 

Are Timebuyers Obsolete? 

Fall Film Outlook 

General Motors (how Tv fits in sales drive) 
What Price Film Commercials 

Courting the Law (Bar Association on Tv) 
Procter & Gamble story 

In the Public Interest (report on public service) 


What's Wrong with Rate Cards? 


Put a Head on Sales (brewers’ use of Tv) 
Rich Rural Markets (Tv and farm programming) 
Product Group Success Stories . . . 
Bakeries & Bakery Products 
Dairies & Dairy Products 
Banks & Savings Institutions 
Dry Cleaners & Laundries 
Groceries & Supermarkets 
Furniture & Home Furnishings 
Home Building & Real Estate 
Jewelry Stores & Manufacturers 
Nurseries, Seed & Feed 
Hardware & Building Supplies 
Soft Drink Distributors 
Travel, Hotels & Resorts 
Sporting Goods & Toys 
Drugs & Remedies 
Gasoline & Oil 
Shoe Stores & Manufacturers 
Farm Implements & Machinery 


Electric Power Companies 
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if you’re feeling very well 


if it’s living you want most 


ie 


I 


have a checkup yearly 


Many cancers can be cured if 

detected in time. That’s why 

it’s important for you to have 

a thorough checkup, including 
a chest x-ray for men and 
a pelvic examination for 
women, each and every 
year ...no matter how 
well you may feel. 


AMERICAN CANCER SOCIETY 
r 
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Spot (Continued from page 63) 
SCUDDER FOOD PRODUCTS, 


(Mottl & Siteman Advertising Agency, 
L. A.) 


The company bought the CBS Television 
Film series called Whirlybirds for 
sponsorship in the firms California markets. 
Starting dates will be around the beginning 
of February. 


SHIRTCRAFT CO., INC. 
(Friend-Reiss Advertising, N. Y.) 
For its spring campaign this company 


is looking for live sport shows. Ed Ratner 
is the timebuyer. 


SINCLAIR REFINING CO. 
(Morey, Humm & Warwick, Inc., 
ny. #0 


The company has set up an interim budget 
for January and February so that it can 
renew its present schedules in 32 
markets for that time. Meanwhile it is 
working on plans for the rest of 1957. 
Kathryn Shanahan is the timebuyer. 





Don Heller, timebuyer at Al Paul 
Lefton Co., Inc., N. Y., who will be 
taking care of B. V. D. placements. 


TAYLOR-REED CORP. 
(Hicks & Greist, Inc., N. Y.) 


Expect action from this advertiser soon 
after the beginning of the year. The 
company is usually interested in 
participations in kids’ shows. Vince Daraio 
is the timebuyer. 





Some television-station trade- 
marks are ornamental, while 
others are strictly informative. 
wtvJ Miami has contrived to 





identification 


visual 


make its 
both. 


The station uses a drawing of 
*One of a series. 





WTVJ’s Flamingo* 


a flamingo—the colorful, grace- 
ful and eye-catching tropical 
bird which is identified with 
southern Florida, the WTvJ cov- 
erage area. The identification is 
furthered by the traditional 
stance of the flamingo, with its 
back-jointed legs forming a “4,” 
the station’s channel number. 
The bird is perched on top of 
a CBS “éye” wrvs being a basic 
Columbia affiliate. 

The pink flamingo was first 
applied to wtvJ in 1954 by Burt 
Toppan, the station’s promotion 
manager, to dress up an ad for 
the trade magazines. At that time, 
WTVJ was originating the stake 
races at Hialeah for CBS-TV for 
the second year. The ad stressed 
the Hialeah telecasts, with the 
hundreds of flamingos in the 
infield at Hialeah race track 
making for a perfect tie-in. 

Since that time the flamingo 
has remained the station’s trade- 
mark for its ID’s as well as for 
advertising purposes. And not 
coincidentally, all of the build- 
ings in WTVJ’s “television city” 
in downtown Miami are now pink 
—flamingo pink. 























Washington 


VOX POPULI ON VHF. 


comments which have come in to the 


The initial 


FCC on the important allocations pro- 
ceedings serve to fortify a premise 
previously suggested here that the road 
to deintermixture is indeed difficult to 
travel. This is especially true when 
vhf stations get on the air in uhf cities 
and provide service to the so-called 
“white spaces” which heretofore have 
received only weak television signals 
or none at all. It should occasion no 
surprise that people in these areas will 
protest vehemently against any propos- 
al requiring these stations to give up 
their vhf channels and shift to uhf. 
Consider the case of Madison, Wis. 
Two uhf stations were there when the 
Commission authorized a v to get into 
operation but made the authorization 
conditional on the outcome of its pro- 
posal to deintermix the area to pro- 
all-uhf market. The 


went on the air last June. 


vide for an 


How important is that v to the area? 
An indication of its importance was 
contained in a suitcase-full of petitions, 
signed by more than 20,000 persons 
and brought to the Commission by a 
Madison lawyer in behalf of an organi- 
zation called the Wisconsin Committee 
to Save Existing Rural Tv Service. 


Memo 








The chairman of this committee, 
Robert Mortensen, said the organiza- 
tion came about as a spontaneous 
movement of many anxious people in 
the Madison area who had no reliable 
service at all 


until the vhf station (wiIsc-Tv) started. 


tv service—or no ty 
He said it began with citizens in New 
Lisbon. where he previously lived. 
which is about 70 miles from Madison. 


STRONG VHF FEELING. Ag veneral 
counsel for the Wisconsin Towns Asso- 
ciation, Mortensen was asked by the 
people of New Lisbon to help them 
petition the proper authorities to keep 
the vhf service going. As a result, he 
undertook to form the committee at 
an organizational meeting in Septem- 
ber in Richland Center. As word got 
around, the movement spread. Peti- 
tions were circulated in other towns by 
volunteer workers at public meetings, 
places of business, on the streets and 
in the homes. 

Typical of the “strong feeling” prev- 
alent in many communities in the 
area, Mortensen said, is Plattesville, 
which has a population of 5,700. In 
this hilly town, which “doesn’t even get 
good radio reception,” according to 


Mortensen, nearly 4,500 people signed 


a petition supporting the vhf alloca- 
tion. 

Obviously, in the face of such a dis- 
play of public need for vhf service, it 
can hardly be expected that the FCC 
will go through with deintermixture in 
Madison—unless the uhf stations can 
meet the requirements of the “white 
areas.” What else can the Commission 
offer the people of Plattesville and New 
Lisbon and Richland Center? 

Although the situation in the Madi- 
son area seems to be unique, there are 
reasons to believe that almost equally 
strong cases can be made to preserve 
the vhf services which have been es- 
tablished in two other cities in which 
the Commission proposes deintermix- 
ture: Evansville, Ind., and Fresno, 
Calif. Conspicuous in the comments 
Evansville 
were testimonials from the University 
of Illinois College of Agriculture and 
Purdue University. 


supporting channel 7 in 


OTHER AREAS AFFECTED. If the 


Commission gives up on deintermix- 
ture in these areas, will it deintermix 
in other places where it has granted 
v's but has prohibited construction 
pending outcome of the proceedings? 
These localities are Springfield, IIL, 
Peoria, Ill., and Hartford, Conn. 
The prospects for deintermixture 
seem to be best in these cities inas- 
much as, the Joint Council on Educa- 
tional Tv pointed out in its comments, 
the v’s can be deleted “with very little 
disruption.” Residual benefits of de- 
intermixture in these markets may also 
influence the Commission in that the 
deleted v’s could be assigned to such 
cities as St. Louis, Providence, and 
Davenport-Rock Island-Moline. 
There are other areas where the 
Commission may decide to protect the 
uhf stations from vhf or further vhf 
competition. One of these is Elmira, 
N.Y., where it proposes to remove a 
vhf drop-in which has not been acti- 
vated. Another is in Albany-Troy- 
Schenectady, where it would maintain 
a predominantly uhf area by withhold- 
ing a vhf allocation to Vail Mills, N.Y. 
Probably more important than selec- 
tive deintermixture in the preservation 
of uhf is the proposal to eliminate the 
price differential between the costs of 
vhf and all-channel sets through repeal 
of the 10-per-cent manufacturers’ ex- 
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Transfilm (Cont'd. from page 45) 


Rubber, General Electric, Dow Chem- 
ical, Ballantine, Gillette, RCA Victor, 
Robert Hall, DuPont, Coca Cola, Min- 
ute Maid, Playtex, R. J. Reynolds, P. 
Lorillard, Speidel, Alcoa, Borden, 
Proctor & Gamble and others. “There 
is hardly a type of product on tv today 
for which Transfilm hasn’t produced 
a commercial,” a spokesman avers. 
The company also claims the dis- 
tinction of having produced the first 
series of Presidential-campaign spots; 
in 1952 Gen. Eisenhower spent an en- 
tire day making them at the firm’s 
studics. These films, incidentially, are 
now stored in the National Archives in 


Washington. 


Three Production Supervisors 


The company also claims a unique 
organizational feature, its production 
supervisors. Currently it has three of 
these—Robert Bergmann, Jack Davis 
and Thomas Whitesell. In addition to 
producing the commercials, these men 
function as agency account executives, 
and are assigned to one or more agen- 
cies depending on the volume of bus- 
iness from each agency. In essence. 
they service the account before, during 
and after production. They are called 
in, sometimes even before 
ments are made, by agencies to sit in 
on storyboard conferences. The com- 
pany has found that this practice of 
encouraging pre-studio contact be- 
tween agency-client and its producers 
saves time and costly changes during 
production. 

At Transfilm there are two opera- 
tional divisions other than the commer- 
cial and industrial sections. One is the 
slidefilm division headed by vice presi- 
dent Pud Lane. This division. has.-its 
own staff of artists who are completely 
separate from those in the animation 
department. It makes sound slidefilms 
for training, employee indoctrination. 
sales promotion and educational use. 

Then there is what may turn out to 
be the most ambitious Transfilm under- 
taking, the special-projects division. 
This encompasses all activities out- 
side the prescribed functions of the 
other three divisions. Executive vice 
president Lowendahl is in charge of 
this development, which is even now 
preparing plans to produce tv pro- 
grams as well as theatrical features. To 


commit- 


December 17, 1956, Television Age 





Mock Battle 


A mock battle staged by re- 
servists on the shores of Lake 
Erie enabled Kkyw-tv Cleveland 
to dramatize its salute to the 15th 
anniversary of Pearl Harbor. 

The station’s Morning Surprise 
(9 to 10 a.m.) devoted two seg- 
ments of each weekday show to 
the realistic combat demonstra- 
tions participated in by army, 
navy, coast guard, marine and 
national guard reserve units. 
Scene of the exhibition was a 





military drilling area alongside 
Cleveland’s Memorial Shoreway. 








assist in this area, the company re- 
cently brought in Gary Stevens, former 
general manager and executive pro- 
ducer of the tv operation at Warner 
Brothers. 

Another phase of Transfilm’s oper- 
ation is its co-production agreement 
with Joop Geesink’s Dollywood Studios 
of Amsterdam, Holland, one of the 
world’s leading producers of stop-mo- 
films. Some of the Transfilm- 
Dollywood commercials include those 
made for Goebel Brewing, General 
Mills and Sterling Salt. In addition, 
the two firms produced General Elec- 
tric’s The Story of Light, which was 
shown in film houses throughout the 
U. S. 


tion 


Hollywood Office 

The company maintains a Holly- 
wood office headed by Robert Drucker, 
formerly a production supervisor in 
New York. This branch solicits west- 
coast business and expedites shooting 
in that area. Transfilm does most of 
its. filming. in the. east which, Mr. 
Klaeger believes, “will always be the 
center of tv-commercial production.” 

According to Mr. Miesegaes, 15 per 
cent of Transfilm’s commercials are 
shot in color. But, the firm’s chief ex- 
ecutive points out, the figure is steadily 
increasing. Animation accounts for 
about 25 per cent of the company’s 
volume. This, Mr. Klaeger says, is the 
approximate ratio of animated spots 
to other techniques for all tv commer- 
cials. 

Although none of Transfilm’s top 
trio of executives will speculate on 
what changes video tape will bring to 


the making of tv film commercials, 
they all agree that tape will be in com- 
mon use before long. 

But whatever and whenever it hap- 
pens, judging from its past history, 
present accommodations and future 
plans, Transfilm will be prepared to 
hold and even enhance its acknowl- 
edged front-line position. 





Ball 


(Continued from page 52) 


thing is that it can be converted into 
sales dollars. As a matter of fact, many 
sports advertisers carry commercial 
messages which appeal to the “appre- 
ciation factor.” 

As for the Big Ten games them- 
selves, Sports Programs is taking a 
package which was presented last year 
on CBS-TV and failed to sell as a na- 
tional package. In its home area, 
there is little doubt that it came 
through as the dominant program on 
Saturday afternoons. But for the re- 
mainder of the country, interest ran 
out. SP researched the package and 
was able to sell it in six of the seven 
states where it was offered for sale. 
Sportscaster Jack Drees will do the 
play-by-play. 

Aside from the national packages, 
countless local stations have arranged 
for sponsored coverage of local col- 
leges. In New York, for example, 
WPIX will telecast a select group of 
games enianating from Madison Square 
Garden. These will be sponsored by 
Wildroot, Krueger beer, Mennen and 
Robert Burns. The Holiday Festival 
Tournament, college games presented 
during Christmas week, and the Na- 
tional Invitation Tournament in March 


also will be seen on WPIX. 


In the past, watv New York pre- 
sented the games of Seton Hall. Last 
year the sponsors were Pabst beer, 
Hoffman beverages, Paper-Mate pens 
and Dolly Madison ice cream. This 
year, however, the station is having 
great success with its evening Holly- 
wood feature runs and can’t find the 
time slot to present the games. 

With all this activity, basketball has 
helped form the big three of televised 
sports, along with baseball and foot- 
ball. It is proving to be more than just 
a filler in the wintertime gap between 
the latter two. 





Wall Street Report 


Gross Telecasting. To prove the 
point that a profit-bearing tree is too 
often lost sight of in the forest of op- 
portunity, attention has been called to 
Gross Telecasting. Inc. This company 
consists of just one radio station and 
one tv station serving Lansing, Mich. 
Its securities have been on the market 
since April 1955, and it’s been one 
of the nicest opportunities for tv in- 
vestors interested in special situations 
that has come along for some time. 

The company’s revenue for the nine 
months ended Sept. 30, 1956, showed 
a 12-per-cent gain over 1955, while 
the net profit climbed by 13 per cent. 
The comparison follows: 


Operating Net 

Period 
9 mos. 1956 
1955 


Income 
$616,304 
$544,114 


Revenue 
$2,065,563 
$1.840.627 


Earnings per share 
common stock 
$3.08 
$2.72 


common & B 
$1.54 
$1.36 


There are two classes of Gross com- 
mon. One is a Class B stock which is 
convertible into common after March 
31, 1958. Until then. dividends on 
Class B stocks are limited to 50 cents 
per share in any of the three annual 
1955. 
Last month Gross paid a quarterly 


periods commencing April 1, 


dividend of 40 cents per share on the 
common and 71% cents on the B shares. 
That’s a jump of 10 cents quarterly 
to a $1.60 annual rate on the common 
and a jump of 2% cents to 30 cents 
yearly on the B stock. In 1955 for the 
full year, the company earned $1.81 
per share on all 400,000 shares of com- 
mon and B shares outstanding. On the 
basis of the nine months report, Gross 
1956 earnings should hit the $2-per- 
share mark, or $800,000. 


MAXIMUM WATTAGE. Last month 
the company also completed construc- 
tion of a new 1,023-foot antenna mast 
on WJIM-Tv Lansing—100 feet higher 
than the new wGB-Tv antenna in Chica- 
go, which is 924 feet atop the Pruden- 
tial Building in that city. The new an- 


tenna will find WJIM-TV operating at 
power— 100,000 
permitted by FCC rules. 


maximum watts 

Meanwhile, the station is raising its 
base advertising rates from $800 to 
$1,000 an hour. The new rates will be 
effective at once for new advertisers 
and in six months for current advertis- 
ers holding time contracts. Since the 
TV station profits are already substan- 
tial, it’s only logical that any addi 
tional hike in rates—not to mention 
what will happen to income as color 
tv is increased—will bring an ac- 
companying hike in profits. This could 
mean that possibly by late 1957 o1 
early 1958 Gross would be netting 
$1 million anually—a tidy sum for a 
relatively small operation. 

That so 
should have remained so long unno- 
ticed and 


prosperous a_ situation 


unheralded may surprise 
some, though it shouldn’t. Traditional- 
ly, the best opportunities go unnoticed 
the longest. Gross has a long history 
of profitable operations, to judge by 
its original prospectus. The company 
was organized in 1937 to acquire ra- 
dio station WJIM, which had been op- 
erating in Lansing since 1934. Harold 
F. Gross was its founder. Mr. Gross 
had been operating WJIM as a partner 
with others initially and later as sole 
owner. 

Gross has been a profitable opera- 
tion ever since its inception, but for 
present purposes a look at the 1950- 
to-1954 period is sufficient. 


Tv Revenue 
$194,070 
$575,615 

$1,114,939 

$1,539,951 
$1,973,031 


Year Radio Revenue 
1950 $321,247 
1951 $330,909 
1952 $337,592 
1953 $317,375 
1954 $268.558 


DEPENDENCE ON TV. Thus it can 
be seen that since 1951 the company’s 
dependence has been primarily on tv. 
WJIM is a basic affiliate of the Na- 
tional Broadcasting Co. It also has 
affiliations with the Columbia and 
American Broadcasting networks. Its 
tv network revenue at the last publish- 
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It’s actually easy to save—when you buy Series E 
Savings Bonds through the Payroll Savings Plan. 
Once you've signed up at your pay office, your sav- 
ing is done for you. The Bonds you receive pay good 
interest—3% a year, compounded half-yearly when 
held to maturity. And the longer you hold them, the 
better your return. Even after maturity, they go on 
earning 10 years more. So hold on to your Bonds! 
Join Payroll Savings today—or buy Bonds where 
you bank. 





On OCTOBER 26, 1912, an ungainly biplane 
swooped into a Michigan pasture like an 


overfed duck and promptly nosed over on 
its back. Its contents proved to be a teen-age 
couple who got married as soon as they re- 


gained consciousness. 
This was the world’s first aerial elopement. 


Art Smith, the groom, happened to have 
one of the country’s few flying machines be- 
cause he had built it, with his own hands, at 
age 15. And his parents had mortgaged their 
home to finance him. Their pride helped 
carry him through years of failure to soaring 
success as a famous early stunt flyer. 


But he didn’t remain a barnstormer long. 
In 1917 his pioneering skill was needed to 
train our World War I pilots. Then came 
America’s first air-mail service. And again, 
Art helped break the way—though it even- 
tually cost him his life. 


As American as Tom Swift, Art Smith was 
the farseeing and confident son of a country 
that has always produced far more than her 
share of sure-footed visionaries. That’s a 
good thing to know, especially if you’ve 
been putting some money into this country’s 
Savings Bonds. 


U.S. Savings Bonds aren’t backed by gold 
or silver alone. They are backed by the 
character and abilities of 165 million Ameri- 
cans. That’s why they’re one of the world’s 
greatest investments. Buy them regularly — 
and hold on to them! 


Safe as America—US. Savings Bonds 


The U.S. Government does not pay for this advertisement. It is donated by this publication in cooperation with the 
Advertising Council and the Magazine Publishers of America. 
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TELEVISION AGE 


Report by Markets, 
December 17, 1956 


The figures listed below are secured 
from the stations. They are presented 
as a service by TELEVISION AGE. For 
further information regarding the fig- 
ures and their sources, contact the sta- 
tions. Outlets equipped to carry net- 
work or local color are listed with the 
number of color sets in each market, 
where such figures are available. Aster- 
isks indicate stations equipped for col- 
or but which have submitted no 
figure. Italics indicate stations not yet 
on the air, channel numbers and target 
dates. Daggers ({) indicate that the 
station has asked that no set count 
figure be published. 

In addition to set figures two prin- 
cipal executives of each station are 
listed. 














Totals 
Total commercial stations: 473 
Total markets: 302 
Total estimated b&w sets: 39,148,000 
Total estimated color sets: 131,300 
City Station __Vhf_ Unf ___Color 
ALABAMA 
Birmingham WABT 370,000 400 
Henry P. Johnston, p. & mng. d.; 
\ ~ nama F. Grisham, v.p. chg. 
sls. 
WBRC-TV 366,400 200 


J. Robert Kerns, v.p. & mng. d.; 
Oliver V. Naylor, gen. sls. m. 


Decatur WMSL-TV 33,000 — 
Frank Whisenant, p. & g. m.; 
Louis C. Blizzard, st. m. 
Dethan WwTtvy 37,500 _ 
F. E. Busby, exec. v.p. & g. m.; 
Jerry L. Williams, sls. m. 
Mobile WALA-TV 200,000 3,500 
W. B. Pape, exec. v.p. & g.m.; Jim 
McNamara, mng. d. & nat. sls. 
WERG-TV 187,500 *— 
C. P. Persons, Jr., v.p. & g. m. 
Mentgomery WCOV-TV 81,000 50 
Hugh M. Smith, g. m. 
orris South, loc. sls. m. 
WSFA-TV_ 150,124 61 
Hoyt Andres, v.p. & st. m.; Robert 
L. Tuttle, nat. sls. supv. 
ARIZONA 
Mesa KVAR (see Phoenix) 
Phoenix KOOL-TV 175,000 500 
Kenneth Morton, st. m. & sls. m. 
KPHO-TV 147,730 _ 
Richard B. Rawls, g. m.; Howard 
Stalnaker, asst. st. m. 
KTVK 165,000 150 
Roger Van — st. m.; Burton 
B. LaDow, 
KVAR "141,480 
Dwight — m.; B. W. (Bil 
Harvey, c. 
Tucson KDWL.TV "78,500 50 
D. W. Ingram, p. & g. m.; James 
W. Hays, st. 
KOPO-TV 839 —_ 
E. S. Mittendorf, g. m.; Bernie 
Perlin. sls. m. 
KVOA-TV 58,829 ee 





City 


Yuma 


El Dorado 
Fort Smith 


Little Rock 


Pine Bluff 


Texarkana 


Bakersfield 


Chico 


Eureka 


Fresno 


Les Angeles 


Redding 


Sacramento 


San Diego 


Tijuana, Mex. 


Set Count: 


Station Vhf Uhf _Color 


ag | D. McKinnon, p. & g. m.; 
W. R. (Duey) DuBois, c. m. 

KIVA 27,500 

Ray C. Smucker, g. m.; Richard 
Newland, sls. m. 


ARKANSAS 


KRBB 52,000 
Bruce B. Compton, st. m. & sls. m. 
KFSA- 40, 600 


J. W. Slates, v.p. & g. m. ; Roland 
Hundley, c. m. 


KNAC-TV as 
Cecil N. Sansbury, g. m. 
KARK-TV 159,904 260 


T. K. Barton, v.p. & g. m.; Lee 
Bryant, c. m. 
KATY (see Pine Bluff) 


KTHV 160,322 100 

B. G. Robertson, g. m.; Wm. V. 
Hutt, ¢.m. 

KATV 160,080 *— 

John H. Fugate, g. m.; Oscar 
Alagood, sls. m 


KCMC-TV (see Texarkana, Tex.) 


CALIFORNIA 


KBAK-TV 110,000 — 

A. H. Constant, v.p. & g.m 

KERO-TV 154,720 500 

Gene DeYoung, p. & g. m.; Ed 
Urner, v.p. & nat. sls. m. 

KHSI-TV 70,900 

M. F. re st. m.; George 
Ross, sls. m. 

KIEM- Ca ae 35,000 

ee H. Telford, v.p. & st. m. 

Edwin Smith, pgm. superv. 

KFRETV 252,299 

Edward J. Frech, v. p. & st. m.; 
Ro! Klein, nat. sls. m. 

KJEO 173,000 500 

Joseph Drilling, v.p. & g. m.; W. 


400 
Perry iin, st. m.; Wilson Lef- 


ler, 
KABC-TV "2. 368,464 


Selig J. Seligman, g. m.; Elton 
Rule, gen. sls. m. 

KCOP 2,580,884 

Jack er a & g. m. ; Ames 
Baron, sls. 

KHJ-TV 2.580.884 4,518 


John T. Reynolds, v.p. & g. m.; 
Howard L. Wheeler, sls. m. 


KNXT 2,233,800 5,236 

— B. George, g. m ; Robert 
Wood, gen. sls. 

KRCA 2,511,895 3,527 

Thomas C. McCray, v.p. & g.m.; 


James Parks. sis. m. 
KTLA 2,511,895 3,527 
Lew Arnold, g. m.; Robert Mohr, 


g. sls. m. 
KTTV 2,580,884 _ 
Richard A. Moore, p. & g. m.; 


— R. Vrba, be VB. chg. sls. 
George C. Fleharty, p. & g. m. 
KBET.TV 369,522 50 


John H. Schacht, v.p. & g. m. 
George J. Kapel, sis. m. 

KCCC-TV 210,000 a 

A. J. Richards, g. m. & nat. sls. ; 
Ralph Guild, loc. sls. m. 


KCRA-TV_ 325,000 10,000 

Howard Smiley, st. m.; Robert 
E. Kelly, nat. sls. m. 

KSBW-TV 349,924 *_ 

John C. Cohan, p. & g. m.; Gra- 
ham H. Moore, sls. d. 

KFMB-TV 449,928 200 


George Whitney, v.p. & g. m.; Bill 
Fox, g. sls. m. 


KFSD-TV 407,000 225 

William E. Goetze, g. m.:; Jay 
Grill, sls. m. 

XETV 406,123 _ 


Julian M. Kaufman, v.p. & g. m.: 
William G. Mueller, bus. m. 


San emene ~~ 1,206,717 


ames H. Connolly, v.p.; David uM. 
Sacks, gen. sis. m. 





City Station Vhf Uhf Color 


KPIX 1,111,594 

Philip G. —% 7 & m3 
Simon, sls 

KRON-TV 1.206. 717 

Harold P. See, g. m.; 
Louvau, sis. 

KSAN-TV 

Richard P. Bott, g. 
nat. sls. m. 


KNTV 545,479 
or Conrad, g. m.; Hal Chase, 


KVEC-TV 108,114 
Obispo Les Hacker, g. m. ; 


Santa EY-T 227, 918 
Barbara Colin M. Selph, at 
Chace, rgni. sis. m. 
Stockton KOVR a 131 390 — 
Terry Hamilton Lee, p. & g. m.; 

Jay Watson, v.p. che. els. 
Tulare KVVG 250,000 _ 
Bob Lee, opertns.; Ron Freeman 

g. m. & sls. m. 


1,700 


Lou 
1.112 
Norman 
316,000 = 
m.; Bob Kane, 
San Jose 


San Lais a 
Si Darrah, c. m 


Thomas C. 


COLORADO 
Colorado KKTV 68,820 — 
Springs James D. Russell, p. & g. m.; 
Robert D. Ellis, v.p. & nat. sls. 
KRDO-TV 44,000 _ 
Harry W. Hoth, Jr., p.. g. m. & 
sis. m 
Denver KBTV 410,174 _ 
Joseph Herold, st. m.; Thomas L. 
Young, ¢. m. 
KLZ-TV 410,174 765 
Hugh B. Terry, p. & g. m.; Jack 
Tipton, g. sis. m. 
KOA-TV 410, —e 765 
bad a Grant. p. m.; Wil- 
liam F. Macti otal” g. sls. m. 
KTVR 321,426 
Hugh Ben La Rue, exec. v. p. &s. 4 
m.; George aca sis. m. 
Grand KREX-TV 19,205 
Junction Rex G. Howell, p. & g.m. m: sls. 
m.; John L. Robinson, v. & 
tv d. 
Montrose KFXJ-T —- 
(Batallite of KREX-TV, Grand 
Junction) 
Pueblo KCSJ-TV 56,000 — 
Ray J. Williams, p. & g. m.; Jim 
Croll, loc. ¢.m. 
CONNECTICUT 
Bridgeport WICC-TV 72,340 _ 
Philip Merryman, p. & g. m.; 
Manning Slater, sls. m. 
Hartford WHCT 360,000 _ 
Harvey J. Struthers, g. m.; La- 
Mont Thompson, g. sls. m. 
New Britain WKNB-TV 373,596 400 
Peter B. Kenney, exec. v.p. & 
g-m.; David Scott, nat. sls. m. 


WNHC-TV 948,702 500 
Edward C. Obrist, m.; J. Vincent 
Callanan, sls. m. 


New Haven 


Waterbury WATR-TV 217,554 — 
Samuel R. Elman, g. m. & c.m. 
DELAWARE 
Wilmington WPFH 2,051,000 —_ 


Glenn Lau, ¢c. m. 
DISTRICT OF COLUMBIA 
Washington WMAL-TV 600,000 
Frederick S. Houwink, g. m. ; Neal 
J. Edwards, sls. m. 





(Continued on page 72) 
New Stations 

KNAC-TV (5) Ft. Smith, Ark. Afhili- 
CBS. Mrs. Nakdimen, executrix,. 
H. S. Nakdimen estate, 33.33 per cent; 
Edgar E. Bethell, sec-treas., 33.33 per 
cent; Dick Allis, v. p., 33.33 per cent. 

H-R Television, Inc., rep. 
KGw-Tv (8) Portland, Ore. Affiliate: 


ABC. KING-TV Seattle, 79 
remainder held by following Portland 
area businessmen: A. Kucken- 
berg, 11.67 per cent; Paul F. Murphy, 
6.25 per cent; Gordon D. Orput, 2.5 
per cent; Prescott W. Cookingham, .5 
per cent. Blair-Tv, 


per cent; 


Henry 


rep. 
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Sets (Continued from page 71) 





City Station Vhf Uhf Color 
WRC-TV 754,000 2,500 
Carleton D. Smith, v.p. & g. m.; 
oseph Goodfellow, dir. of sls. 
WTOP-TV 644,006 175 
George F. Hartford, v.p. chge. tv; 
Robert A J. Bordley, sls. m. 
WTTG 730,000 — 
James Anderson, g.m.; Perry 
Walders, nat. sls. m. 
FLORIDA 
Daytona WESH-TV 60,000 
Beach T. S. Gilchrist Jr., vp oem: 
Waiter Strouse, st. & c. m. 
Fort WITV 85, 000 
Lauderdale C. ee Lae g-m. ; ‘Mike Kor- 
Fort Myers WINK-TV 23,500 
A. J. Powe. s. m. & sls. m. 
Jacksonville WJHP-TV 896 50 
T. S. Gilchrist, Jr., g. m.; Willard 
Fraker, sls. m. 
~ WMBR-TV 295,000 __— 
Glenn Marshall Jr., p. & g.m.; 
David H. Booher, g. sls. m. 
Miami CKT 380, 1,480 
James M. LeGate, st. m.; 
L. Fidlar, sls. m. 
WGBS-TV 278,869 403 
Walter Koessler, mng. d.; Dick 
Sloan, sls. m. 
wtvs 388,500 2,000 
Lee Ruwitch, exec. v.p. & g.m.; 
John S. Allen, v.p. chge. sls. 
Orlande WDBO-TV 173,692 25 
Harold P Danforth, Sr. p., g. m. 
& sis. m. 
Panama City WJDM 31,000 — 
Harry C. Babb, st. m.; Byron 
Hayford, sls. m. 
Pensacola WEAR-TV 152,500 20 
= Wheeler, p. & g. m.; Milt de 
eyna Jr. asst. g.m. 
St. WSUN-T 215,500 — 
Petersburg Fred he g-m.; Bernard L. 
Kobres, sls. 
Tallahassee CTV (see Thomasville, Ga.) 
Tampa WFLA-TV 350,000 1,000 
George W. Harvey, v.p. & g. m.; 
William B. Faber, sls. m 
TVT 320,000 600 
a. z.. Sugg, g-m.; John Haberlan, 
West Palm WEAT-TV 90,00 
Beach Gordon R. _—y A Ed J. Hen- 
nessy, sls. 
WPTV "98,500 = 
Theodore A. Eiland, g.m.; W. F. 
Housner, sls. m. 
GEORGIA 
Albany WALB-TV 77,000 _ 
James H. Gray, p.; Tom Still- 
wagon, g. m. 
Atlanta WAGA-TV 542,900 500 
Glenn Jackson, v.p. & mng. 4.; 
John W. Collins Jr., asst. mng. 
d. for 
WLW-A 556,400 
Harry LeBrun, v.p. & g. m.; Guy 
Tiller, sls. m. 
WSB-TV 545,210 350 
John M. Outler, Jr., g. m.; Marcus 
Bartlett, st. m. 
Augusta WJBF 212,500 100 
Donald M. Kelly Jr., v.p. & g. m.; 
Tom J. Hennesey, ‘sls. m. 
WRDW-TV 182, 100 
J. W. - —4 g. m.; Lou Stratton, 
loc. sls. 
Columbus WDAK-TV. "136, 959 
E. F. MacLeod, st. m.; Joe Wind. 
sor, c. m. 
WRBL-TV 187,327 
Ridley Bell, g. m. ; George Pa Nang 
sls. m. 
Macon WMAZ-TV 117,778 — 
Wilton E. Cobb, g. m.; Frank 
Crowther, c. m. 
Rome WROM-TV 174,330 — 
Ed McKay, m.; Chas. Doss, c. m. 
Savannah WSAV-TV 150,501 100 
Daniel, p. & g. m.; H. M. 
(Mack) Humpidge, c. m. 
WTOC-TV 153,061 50 
W. T. Knight Jr., p. & g. m.; 
Ben Williams, v.p. & sls. m. 
Thomasville q 
L._ Herschel Graves, g. m.; W. .. 
Weods, nat. sls. m. 
IDAHO 
Boise KBOI-TV 67,950 _ 
Westerman Whillock, p. & g. m.: 
Earl Glade Jr., st. m. & c. m. 
TV 000 — 
Georgia M. Davidson, p. & g. m.; 
George Ganz, 
Idaho Falls KID-TV 55,021 
Cc. N. ie, g. m.; Claude Cain, 
sis. m. 
Lewiston KLEW-TV 82,000 _ 
waeees “Pete” Thomas, g. m.- 
sls. m. 


72 December 17, 1956, Television Age 

















City Station Vhf Uhf Coler City Station Vht Uhf Color 
Twin Falls KLIX-TV 23,100 'WIN-T (see Waterloo) 
Frank C. McIntyre, eal & g. m.; Indianapolis ‘WFBM-TV 702,000 3,200 
Joe Gibney, sls. m — F. Kiley, g. m.; Dona 
e, & m. 
ILLINOIS WISH-TV 660,000 1,000 
Robert B. McConnell, v.p. & g.m.; 
Bloomington WBLN-TV 55,000 Dan George Diefenderfer Jr., d. nat. 
by S. Rough, Me & g.m.; Bill als. serv. 
» asst. m - m. Lafayette WFAM-TV 117,500 100 
Champaign WCIA 334,710 O. E. Richardson, p., g.m., & sls. 
Soamet, ©, Maver, p.; Guy Main, m.:; Henry nthal, asst. m. 
v.D. 107,250 20 
Chicage -T'V 2,323,200 agep | Set +3 ee 7 
H. Leslie Atlass, v.p. & g. m.; South Bend WNDU-TV 176,700 400 
wa a, S- m Bernard C. Barth, vp. & s,m: 
»325, ton, 
Ster rling C. Quinlan, v. — Matthew ~tasaaeaes Thomas milton, s 
. WSBT-TV 185,000 50 
To 2,397,500 Neal B. Welch, g. m.; Richard W 
ard Quaal, v.p. & g. m. ; Theo- Holloway, nat. sls. m. 
Wdore Weber, sis d. Terre Haute \WTHI-TV 251,970 35 
WNBQ _ 2,287,000 3,500 J. _M. Higgins, g. m.; George A. 
Jules Herbuveaux, v.p. & g. m.; Foulkes, nat. sis. m. 
Russ Stebbins, sls. aan Waterloo WIN-T 139,625 or 
Danville WDAN-TV Ben B. Baylor, Jr., v.p. & g. m.; 
Max ne st. m.; John ®. Eck- Robert C. Currie, Jr., prog. m 
ert, sls. 
Decatur TVP 192,000 — IOWA 
Water Whee a | Ame WOI-TV_ 325,000 - 
Harrisburg WSIL-TV 4,692 _ ones C. C. Mulhall, g. m.; Don 
Peoria WEEK-TV "344420 1,137 | Cedar Rapids KCRG-TV. 325,977 = 
Fred C. Mueller, g. m.; William Edna A. Herbst, g.m.; John F. 
J. Flynn, c. m Cundiff, sls. m. 
WTVH-TV 244,420 1,137 WMT-TV 221,795 ~ 
Harold V. Phillips, g. m.; William William B. Quarton, vp. & 
P. Pipher, sls. m. Van Nostrand, g. sls. “m. 
Davenport Wwoc-TV 317.902 
Ernest C. Sanders, resident m. ; 
Mark Woodlinger, resident sls. 
m. 
Des Moines KRNT-TV t _— 
Robert W. Dillon, vp. & g. m.; 
Paul M. Elliott, c. m 
WHO-TV 294,000 200 
Paul A. Loyet, v.p. & res. m.; 
Robert H. , sls. m. 
Fort Dedge KQTV 36,812 _— 
Edward Breen, p. & g. m.; Max 
Landes, sls. m. 
Mason City KGLO-TV 135,922 a 
Herbert R. Ohrt, ex. v.p. & 
Walter Rothschild, nat. sls. m 
Ottumwa KTVO (see Ki ‘ 
Sioux City 2 a Di bg Oe 
° ° iet: rl P. g. m.; 
James C. Richdale Jr. (right) has McCurnin, sis. m. 
° ° ° KVTV 183,000 300 
been appointed vice president and gen- Donald D. Sullivan, g. m.; Robert 
° B. Donovan, c. m. 
eral manager of KoTV Tulsa, it has Waterloo KWWL-TV 324,866 * 250 
R. J. McElroy, g. m.; Don 
been announced by C. Wrede Peters- tamen. oe. 2 
meyer, president of KoTv, Inc. At the KANSAS 
; y Ensi KTVC—(6)—Jan. 15, ’57 
same time the appointment of George Goodlond : KWGBTV ao)’ Jen. 57 
7 Great Ben . = 
Stevens (left) as commercial manager r vi tor T so woe 2: Gin 
7 had c. m. 
was announced. Mr. Richdale had been Hutchineon KTV Biss i 
; ;, (Wichita) oward ‘eterson, g. m.; 
commercial manager of the station, Oo dlgllg ageng 
while Mr. Stevens was southwestern Pittsburg sg ee 4 = 
7 ni Topeka WIBW-TV 586, 022 383 
manager of Avery-Knodel, Inc., with Ben Lady, g. mei Hilton Hodges, 
headquarters in Dallas. white KAEE TV 225,620 
Martin Umansky, g. m. ; Donivan 
D. Waldron, nat. sls. m 
Quincy KHQA-TV 149,060 19 KARD-TV 265,43 1,700 
Walter Rothschild, g.m.; Pau! Mil- William J. Moyer, exec. v.p. & g. 
len, sls. m. m.; barra, sls. d. 
WGEM-TV 150,000 _—s 
a Bonansings, g- m.; J. Ben KENTUCKY 
itewart m. 5 
Rockford © WREX-TV 278,004 ap | See TE 6 mia ec “i 
— aa. g-m.; Al Bilardello, Charles C. Palmisano, sls. m. 
ms. Lexington LEX- 
WTvVO 116,000 — 
Mapeta “e-y g-m.; Edward ay ty ae — ve. & sm; 
uppe, sls. m. - 
Rock Island WHBF-TV 317,420 a) a Rt hc mm: Bee 
Leslie C. Johnson, v.p. & g. m.; Jackson, c. m. 
wey Corken, asst. g. m. & WHAS-TV = ai 
sis. d. i .3 Al J. 
Springfield WICS 115,500 — —a. 
Milton D. Friedland, g. m.; War- Bete 
ren King, loc. c. m. LOUISIANA 
Alexandria KALB-TV 126,400 _ 
INDIANA Willard L. Cobb, g. m.; Marvin 
Anderson WCBC-TV—(61) Winter ’56 oe nat. sls. m. 
Bloomington WTTV 523,825 — Baton Rouge hay 104,000 _ 
Robert Lemon, g. m.; Paul Tom E. Gibbens, p. & g. m.; Ron 
Lennon, loc. & rgnl. sls. m. Litteral, sls. m. 
Elkhart WSJV-TV 215,814 — WBRZ 196,860 500 
Paul C. Brines, g. m.; R. Morgan Douglas aianente Jr., p.; Guy Cor- 
Lumpp, sls. prom. d. ley, sls. 
Evansville WFIE-TV 140,000 =1,000 Lafayette KLFY-TV * 78,000 20 
Ted Nelson, v. p. & g. m.; Robert James W. Lucas, g. m.; Quitman 
Dean, sis. m. Henley, sls. 
WTIvw Lake Charles KPLC-TV 103,005 _ 
Rex Schepp, p. & g. m. elham Mills Jr., g. m.; Art 
WEHT (see Henderson, Ky.) Reuben, sls. m 
Fort Wayne WKJG-TV 164,364 100 KTAG-TV 62,167 _ 
Edward G. Thoms, v.p. & g. m.; Raymond Dorsey, g. ; 


Carleton B. Evans, ¢c. m. 





Clarke, asst. m. & 











City Station | Vhf _Uhf Color 
Monroe KNOE-TV 305,900 120 
Paul H. Goldman, v.p. & g. m.; 


Jack Ansell, Jr., tv sls. & prom. 


d. 
New Orleans WDSU-TV 407,884 780 
Robert D. Swezey, ex. v.p. & g. 
m.; A. is Read, v.p. & c. m. 
WJIMR- 160,000 550 
rge Mayo’ & g. m.; 
Martin McAuliffe, c. m. 
Shreveport KSLA-TV 176 25 
Winston B. Linam, st. m.; Deane 
R. Flett, sls. m. 
KTBS-TV 209,695 200 
Patrick J. White, st. m.; Joe B. 
Foster, c. m. 
MAINE 
Banger WABI-TV 107,000 100 
Leon P. Gorman Jr., v.p. & g. m.; 
Robert McCausland, sls. m. 
W-TWO 88,500 = 
Murray Carpenter, o. & g. m.; 
Rudolph Marcoux. v.p. & bus. m. 
Poland Spring WMTW 272,923 
John H. Norton, Jr., v.p. & em.3 ; 
Paul Tiemer, sls. m. 
Pertland WCSH-TV_ 190,200 


150 
Jack S. Atwood, st. m.; Bruce C. 
McGorrill, oc. m. 


WGAN-TV 185,000 100 
sre E. Gatchell, -_ & 
;_Richard E. Bates, sls. m. 
Presque Isle WAGM-TV 
Harold D. min. g. m. ; Forrest 
Craig, s 
MARYLAND 
Baltimore WAAM 691, 556 
= sneten, g. m.; Pel Schmidt, 
WBAL-TV 690,723 650 
Leslie H. Peard Jr., v.p. & st. m.; 
Willis K. Freiert, asst. st. m. & 
sls. m. 
WMAR-TV 702,606 1,100 
E. K. Jett, v.p. & d.; Ernest A. 
Lang, c 
Salisbury WBOC-TV 55,815 - 
John W. Downing, p.; Charles J. 
Truitt, v.p., g. m. & nat. sls. m. 
MASSACHUSETTS 
Adams WMGT—(19) Jan. ’57 
Boston WBZ-TV 1,420,106 64 
F. A. Tooke, g. m.; C. H. Masse, 
sls. m. 
WNAC-TV 1,420,106 *_— 
Norman Knight, ex. v.p. & g.m.: 
Thomas H. Bateson, sls. serv 
& nat. sis. d. 
WMUR-TV (see Manchester, N.H.' 
Springfield WHYN-TV 240,000 145 
Charles N. DeRose, g. m.; Patrick 
J. Montague, c. m. 
WwLPe 240,000 327 
William L. Putnam, g. m.; James 
H. Ferguson Jr., sls. m. 
MICHIGAN 
Ann Arbor WPAG-TV 31,000 = 
Edward F. Baughn, v.p. & g. m.; 
Kenneth MacDonald, sls. m. | 
Bay City WNEM-TV 312,555 — 
James Gerity Jr., p. & g.m; sie 
J. Keenan, g. sls. m. 
Cadillac WwWTv 388,305 — 
Gene Ellerman, v.p., g. m. & sls. 
m.; Ron Bishop, prom. & merch. 
m. 
Detroit CKLW-TV 1,568,000. ~ 
> re > p. & g. m.; C. E. 
WJBK-TV 1,658, 000 700 
Bill Michaels, v.p. & mng. d.; Kath 
McKenney, loc. sls. 
WWIJ-TV 1,620,000 1,800 
Edwin x Wheeler, g. m.; Don 
DeGroot, asst. « 
WXYZ-TV 1,568, 000" 
James G. — p. & g.m. ; Ralph 
where sls. d. 
Fiint WIR T—(12) Jan. ’57 


Grand Rapids WOOD-TV 583,788 500 
Willard Schroeder, g. m.; Arthur 
M. Swift, gen. sls. m 


Kalamazoo WKZO-TV_ 633,120 200 
Carl E. Lee, v.p. & mng. d.; 
Donald W. DeSmit Jr., sls. m. 
Lansing WIJIM-TV 450,000 250 
Harold F. Gross, p. & g. m.; How- 
ard Finch, v.p. 
WTOM-TV 69. 700 
L. G. seoetinm. g. m. ; Leonard P. 
Frankel, sls. m. 
Marquette WDMJ-TV 60,000 
W. H. Treloar, g.m.; Robert Luke, 
st. & sls. 
Saginaw WENX-TV 160,000 45 


William J. Edwards, g. m.; Robert 
M. Chandler, sls. m. 
Traverse City WPBN-TV 59,998 
John Anderson, st. m.; R. E. Det- 
wiler, ¢. m. 











Gar Meadowcrojt is the new general 
sales manager of WJIM-Tv-AM Lan- 
sing, it was announced recently by 
president Harold F. Gross. Mr. Mea- 
dowcroft was formerly assistant man- 
aging director of wsBk Detroit and 
district advertising manager of House- 
hold Finance Corp., Chicago. 


City _Station Vht Uhf Color 
MINNESOTA 
Austin KMMT-TV 116,500 
“— Loffier, m.; Don Jones, sls. 
Duluth KDAL-TV 127,500 
(Superior, ee Le Masurier, g. m. Odin 
Wisc.) S. Ramsland, c. m. 
WDSM-TV 128 »200 200 
Cc. D. Tully, g-m.; Thomas Gavin, 
g. sls. m. 

Minneapolis- KMGM-TV 632,000 a 
St. Paul Donald o Menard, g. m.; Lew 
Dickey sls. m. 

KSTP-TV 688,500 200 
Stanley E. Hubbard, p. & g. m.; 
Marvin Rosene, gen. sls. m. 
wcco-TV —— 400 
Ff. By. Konynenburg, exec. v.p. & 
rt N. Ekstrum, sls. m. 
WTCN-TV 615,000 
Miller C. Robertson, v.p. & g. m.; 
David Cole, sls. m. 
Rochester KROC-TV 110,000 100 
Willard Lampman, st. m.; Gerald 
A. Regnier, prom. pub. rel. d. 
MISSISSIPPI 
Columbus WCBI-TV 45,000 
= “4 st. m.; W. W. Whit- 
field. 
Hattiesburg WDAM- TV ™ 72,400 32 
Marvin mee, v.p. & g.m.; Teck 
Jones, sls. 
Jackson WIJTV 1 56, 000 
L. M. : pee, g. m.; Bill Carlier, 
c. 
WLBT 175,000 150 
Fred Beard, m.; Frank Gentry, 
sls. m. 
Meridian WTOK-TV 85,000 100 
Robert F. Wright, p. & g. m.; 
William B. Crooks Jr., v.p. & 
c. m. 
Tupelo wTtwv oe — 
Frank K. Spain, p 
MISSOURI 
Cape KFVS-TV 155,400 
Girardeau Robert O. ae. m. of tv; Jack 
Ramey. ™m. 
Columbia KOMU-TV. 101,246 _ 
Edward Lambert, st. m.; John O. 
Conwell, c.m. 
Hannibal KHQA-TV (see Quincy, Il.) 
Jefferson City KRCG-TV 106,372 
Robert a, g. m.; Ron Max. 
well, sls. 
Joplin KODE-TV "115,500 20 
Austin A. saan, o.: & @. 
Knight, loc. sls. 
Kansas City KCMO-TV 600, 268 734 
E. Hartenbower, g. m.; S. B. 
Tromb le, c. m. 
KMBC-TV 494,323 110 
John T. Schilling, v.p. & g. m.; 
George J. Higgins, v.p. & sls. m. 
WDAF-TV 610,706 958 
bg A. Bates, st. m.; E. Manne 
, sls. m. 
Kirksville KTVO” 222,954 
Berg Laie, st. m.; Elmer Smith, 
c. 
St. Joseph KFEQ-TV 167,448 — 


lenn G. Griswold, g. m.; A. 
Wayne Beavers, c. m. 


City 





St. Louis 


Sedalia 


Springfield 


Billings 


Butte 


Great Falls 


Missoula 


Hastings 

Hayes Center 

Holdrege 
(Kearney) 


Lincoln 


Omaha 


Scottsbluff 


Henderson 


Las Vegas 


Manchester 





Station Vhr Uhf Color 
KSD-TV 953,226 65 
George M. Burbach, g. m.; Guy 

E. Yeldell, sis. m 

4,464 a 
Paul E. Peltason, p.; Jack Schain- 
blatt, g. 
KWK-TV — 
§: Convey, 
Carmichael, ee. ., Se. a 
KDRO-TV 57, 000 
H. W. Brandes, g. m.; Jimmy 

Glenn m 
KTTS-TV 111,146 12 
G. Pearson Ward, v.p. & g. m 
KYTV 109,799 — 
R. L. Stufflebam, co-mgr. & c. m. 


Carl Fox, co-mgr. 


MONTANA 


ne ag >t 29,000 
V_ We a Clark, g. m. 


H. Conn c. 
= LF-tTVv 


; John 


m. 
” 37,708 
Craney, p. & m.; 

yh sls. m. 

KFBB-TV 29,000 — 

J. P. Wilkins, p. & g. m.; W. C. 
Blanchette, st. m. & c. m. 

KMSO-TV 32,000 _— 

A. J Mosby, p. & m.; Richard 
Canaday, sls. m. 


Arne 


NEBRASKA 


KHAS-TV 80,180 ° 
Duane L. Watts, g. m.; Harry 
Packard, sls. m. & opertns. m. 


KHPL-TV 120,000 1 
FP. Wayne Brewster, p. (Satellite 
of KHOL-TV, "Holdrege). 
KHOL-TV 120,000 
Jack Gilbert, st. m., Paul Frey- 
gang, reni. a. e. 
KOLN-TV 155,438 oa 
A. James Ebel, g. m.; Lester C. 
u, 
TV 412,000 1,600 
Owen Saddler, vp. & g. m., 


Arden Swisher, g. sls. m. 
WOW-TV 381,764 156 
Frank P. Fogarty, v.p. & g. m.; 

Fred Ebener, nat. sls. m. 

KSTF 


William C. Grove, g. m. P. 
Cahill, c. m. (Satellite of EFBC: 
TV Cheyenne, Wyo.) 





NEVADA 
KLRJ-TV 30,500 
William D. Stiles, 

Burke, sls. m. 
KLAS-TV 35,000 -- 
Marian Y. Komar, g. m. & nat. 

sls. m.; Alex Gold, loc. sls. m. 
KSHO-TV ——— 

Jim Hawthorne, operations m.; 

Bob Gardner, sls. m. 

KOLO-TV 54,010 
Harry Huey, g.m.; 
loc. sls. m. 


25 
g. m.; Pat 


Ed Cardinal. 


NEW HAMPSHIRE 


WMUR-TYV 1,127,959 
Norman A. Gittleson, ex. 
g. m.; Gordon E. M 


vp. & 
oore, nat 


sls. m. 
a, Werkinp- WMTW (See Poland Spring, Me.) 


ewark 


“= York) Irving R. Rosenhaus, 


Albuquerque 


Carlsbad 


Clovis 
Roswell 


Santa Fe 


Albany 
(Schenec- 
tady-Troy) 


Binghamton 


December 17. 


NEW JERSEY 
WATV 4,730,000 
p. & g. m.; 
ward Cossman, als. d. 


NEW MEXICO 


yi TV 81,973 50 
R. Hebenstreit, p. & g. m.: 
ps C. Rhoads, asst. m. 
KOAT-TV 79,780 _ 
A. M. Cadwell, p. & g. m.; Jerry 
Burns, c. m. 
KOB-TV 81,973 95 
Wayne Coy, p. & g. m.; Rolf 8S. 
Nielsen, sls. m. 
KAVE-TV — 
John H. Battison, g. m. 
KICA—(12) 1957 
KSWS-TV 37,143 _ 
John A. Barnett, o. & g. m.; Paul 
R WMeFwoay. «le, m 
KVIT—(2)—Feb. '57 
NEW YORK 
WCDA 175,000 500 
Thomas S. Murphy, g. m.; Harry 
L. Goldman. st. m 
I 180,000 — 
William A. Riple, g. m.; Dom 
no, sls. m. 
WNBF-TV 441.460 20 
George R. Dunham, g. m.; Andrew 


G. Hubbell, g. sls. m. 
(Continued on page 74) 
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City Station vhf Uhf Color 
Bloomingdale WPTZ 150,000 — 
(Lake George Barenttregge, g. m.; Al La 
France, loc. sls. m. Plus 350,000 
Plattsburgh) in Canada. 
Buffalo WBEN-TV 551,954 
George R. Torge, st. m.; Nichaine 
J. Malter, sis. m. 
WBUF 160,100 500 
Charles Bevis Jr., g. m.; Bill 
Decker, sls. m. 
WGR-TV 587,953 = 
J. Joseph Bernard, v.p. & g. m.; 
G. Paschall Swift, iy m. *Plus 
597,2°6 in Canada. 

Carthage WCNY-TV _79,761* _ 
(Water- James W. Higgins, tv d.; Alfred 
town) M. Tauroney, nat. sls. m.; *Plus 

118,840 in Canada. 
Elmira WTVE 000 _ 
Thompson K. Cassel, p. & g. m.; 
Howard Green, c.m. 
WSYE-TV a _- 
Bolger, res. m. 
Hagaman WCDB (Sat. of WCDA Albany) 
New York WABC-TV 4,535,000 a 
L. Stone, g. m.; Joseph 
Stamler, sls. m. 
WABD 4,800,000 
~ Kew v.p. & g. m.; Bill Adler, 
wAtv" {see Newark) 
WCBS-TV 4,730,000 3,000 
= , Digges, g. m.; Frank 
espeare, sis. m. 
worRTV 4,730,000 _ 
Gordon Gray, exec. v.p. & g. m.; 
William Dix Jr., sls. m. 
WwPix 4,730,000 3,000 
Fred M. rower, v.p. & g. m.; 
John A. Patterson, sls. m. 
WRCA-TV 4,765,000 10,000 
William N. Davidson, g. m.; Jay 
J. Heitin, sls. d. 
Rochester WROC-TV 365,000* 200 
William Fay, = m; Armin N. 
Bender, s 
* Plus 75, 000 ‘Creation coverage. 
, 327,000* as 
.- Glover r= . V.p. *. g- : 
© ehoine C. Wheeler g. sis. - 
— 31,500 Canadien cov- 
WVET-TV 327,000* 200 
Ervin F. Lyke, p. & g. m.; 5 Aer 
Murrellwright, g. sls. 
* Includes 31,500 Gants cov- 
— 

Schenectady GB 503,000 bd 
(Albany- enol W. Welpott, st. m. ; Rob- 
Troy) ert F. Reid, sls. m. 

Syracuse WHEN-TV 377,000 650 

Paul Adanti, v.p. & g. m.; Fred- 
erick Menzies, c. m. 
WSYR-TV 372,160 300 
E. R. Vadeboncoeur, p. & g. m.; 
W. R. Alford, nat. sis. d. 
Utica WKTV 212,000 180 
Michael C. Fusco, g. m. & sls. m. 
NORTH CAROLINA 
Asheville WISE-TV 40, 000 
Barold H. Thoms, g. m. ; Joseph 
J. Master, c. m. 
wae ty 342,000 
Charles B. Britt, ex. v.p.; H. 7. 
Britt, regnl. sls. m. 
Charlotte 536,630 510 
Charles H. Crutchfield, ex. v.p. & 
g. m.; by yy J. Jorgenson, 
asst. mgr. d. chge. sls. 
Durham WTVD 278,971 150 
Harmon L. Duncan, p. & g. m.; 
Mike Thompson, sls. m. 
Fayetteville WFLB-TV 20, _ 
William D. Bailey, m.; W. B. 
Belche, c. m. 
Greensboro WFMY-TV 454,234 214 
Gaines a g. m.; Joseph E. 
Lake, c. 
Greenville WNCT’ 990 100 
A. Hartwell Gampbel g. m.; John 
G. Clark, Jr. 
Raleigh WNAO-TV 140,125 
— Lj. Bone, g. m.; Earl Welde 
ee ale ee 

Wi nm 0 

Ww. R. iberson Jr., p. & g. m.; 
T. H. Patterson, v.p. chge. sls. 


P-; 
O’Shields, loc. sls. m. 
WSJS-TV 572,966 

Harold Essex, v.p. & g. m.; Harry 
B. Shaw, g. sis. m. 

WTOB-TV 131,787 

John G. Johnson, g. m.; James 
W. Coan, sls: m. 


NORTH DAKOTA 
KBMB-TV 24,000 = 
John W. Boler, p. & g. m.; Fred 


Bismarck 
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City Station Vht Uhf Color City Station Vhf Uhf Color 
ina Sere a : 
Drewry, sls. m. | Portland KGW-TV —_ 
KFYR-TV 31,650 | Walter E. Wagstaff, st. m.; John 
bey to > ee p- & g. m.; A. = | KLOR we 
nderson, s m | 40. 
Dickinson KDIX-TV | : an Schile, g. m.; Jack Was- 
yy 3 “* Ay io Bugene KOIN. Ww its 000 200 
sls. m. - . 
Fargo wDAYTV 92,679 275 C. Howard Lane, v.p. & wae. d.; 
- I esos st. m.; Tom Barnes, ee L. Palmer, mos,ee >. = _— 
Grand Forks KNOX-TV 37,000 — Frank J. Riordan, mng. d.; Don- 
Carroll E. Day, p. & acting g. m.; ald Tier nat. sls. m. 
Robert Lukkason, nat. sls. m. Roseburg KPIC 77,235 
Minot KCJB-TV 29,000 Gene Pierce, res. m. 
John W. 7 > & g. m. + Ches- 
Valley Ci KBTY 123 000 300 
‘a! it . 
wd . a W. Boler, p. & g. m.; Leo PENNSYLVANIA 
ren, ¢. m. w 78,916 
Williston © KUMV-TV--(8)-—Dec. 25, Alame es ee ks See F. 
Martin, sls. m. 
OHIO Bethlehem be gah We aerA — 
wood C. nderson, st. m.; 
Akron WAKR-TV Berk, 17 4,066 G. George H. Ettele, c. m. 
a ge Sak, Bs Roger G. Easton WeLV “a “05 5 
Cincinnati WCPO-TV sess” ee ae hcunsley, bis.m. & ‘nat. adv. m. 
LL ters, v.D. " [a . . 
> > Miller, asst g. m. & Ben McLaughlin, g. m.; Karl R. 
WKRC-TV 702,000 1,000 | wae * & 110,000 a 
David G. Taft, ex. vV.p. & gg. m.; Frank B Palmer. g. m.: Jay 
bert T. Schlinkert, g. sls. 7 = ee ~ ‘oh 
weer T. 774.935 Sondheim, loc. sls. m. 
R. E. Dunville, p. & g. m.; George Garrisbers a = ~ a g. m oul 
Henderson, g. tv sls. | WHP-TV saat 241,449 J 
Cleveland KYW-TV_ 1,174,004 107 A. K. Redmond, g. & .m 
Roland V. Tooke, v.p. & g. m.; WTPA << 
wae = } ap sis. m. = Donald D. g. m.; Allan P. 
James C. a g. m.; John Johnstown wine - 000 oe 
wiw.ty 1,146,156 . Richard J. Butterfield: sm. & sis. 
Ben Wickham, aes, 4.; Maurice WJAC-TV 1,012,075 510 
Columbus = WBNS-TV 510400 — re S- =; Soe 
f ls ‘epburn, sls. m. 
a et ry ao Rebert Lancaster, = WGAL-TV 917.320 2 wie 
. . > : Clair McCollough, p. gz m. 
jg EN aes _ J. Damas Gulick, asst. g. m. che. 
Charles Dodsworth, sis. d. Philadelphia WCAU-TV 2.094 852 3,500 
bas ge td eth = na Donald W. Thornburgh, p. & g. 
—- Makes ao s- m. o = ne M. McGredy, v.p. 
Dayton WHIO-TV 511,310 WFIL-TV 2,233,836 1,000 
i = Moody, g. m.; Walter George A. Koehler, st. m.; Ken- 
WLW-D 348,000 wnvavieue oS 30 
S need 90,316 . 
Eric Jensen, st. m.; Dale Smith, e. Lloyd E. Yoder, vp. 3* gm m. 
7 lore alwort r., sis. 
Lima bd merge . ad ages Pittsburgh KDKA-TV 1,200,000 1,500 
- . Sp aon e a Ss. m.; Jerome (Tad) Reeves, g. m. ; John 
Steubenville wstv-rv" 1,045,580 ine — = ma — 
John ux, exec. V.p. & g. Mm. Larry H. Israel, v.p. & g. m. 
Toled WSPDTV. 40os75 % Vera Oldenbure, sls. serv. m. 
ad Allen L. iam - wie, €3 WIIC—(11) Spring 57 
Bill Ashworth, nat. sis. m. | | “renter hd ald — — 
Youngstown WFMJ-TV 180,304 | 150 ie ee: 
William F. Maag, Jr., p.; Mitchel! WGBI-TV "310 000 150 
Stanley, st. m. & sls. m. Robert E McDowell, st. m.: 
WKBN-TV 202,534 300 7 . " . 
W. P. Williamson, Jr., p. & gz. m.: P ae. Coleman, g. m. & 
naw Cae * Son mm Wilkes-Barre WBRETV 317,000 400 
ig avid M. timore, v.p. & g. m.; 
— mng. d.; Nate Milfer. Ernest Lewis, sls. m. 
¥ WILK-TV 306,000 — 
Roy E. Morgan, ex. re ; Thomas 
OKLAHOMA é P. Shelburne. m. 
Ada KTEN 93,223 o— | fee Kowa Winter '8 
. eo — 
Bill Rte P. S ¢ m.; Brown Richard E. Burg, st. m. & c m.: 
po aves — os. m. J. Edward Schwalm, sls, prom. 
more = m. 
Albert Riesen, m.; Rex Cole, adv. - WSBA-TV 115,006 —_ 
sls. m. Louis J. Appell Jr., p. 
Enid KGEO-TV 264,510 — 
George Streets, st. m. & sls. m. 
Lawton > > 70,000 RHODE ISLAND 
ee See, ess A Gere | pin WARY 1,404,002 450 
Muskogee KTVX 213,2 ONT Dechecee aks - & g. m.; 
ue 2 ~—y Pigs Bill Swan- WPRO-TV ae x 
Oklahoma KWTV 402,213 118 William S. Cherry, Jr., p. 
City Edgar T. Bell, v.p. & g. m.; Frea 
WKYSU” canara us | SOUTH CAROLINA 
Eugene B. Dodson. acting st. m.; | Anderson WAIM-TV iit we 
oe es ea Sy es 
: cCallum, sls. m. 
> a. vp & gm; | Charleston WCSC-TV 127,382 *_ 
e Stevens, Cc. Mm Roland Weeks, m. & nat. sls. m.; 
KVOO-TV 319,312 225 | Iph E. Th , 
C. B. Akers, g. m.; John Devine, | wake aber. on oe 
¢.m. J. Drayton Hastie, p. & g. m. 
| Columbi wis. TV eae dT8 sie 5 
} olumbia - S 0 
= Fogg oss } — . Batson, mng. d.; Law 
ugene A — | ps, sis. m 
8. W. McCready, g. m.: Glenn WNOK-TV velit? = 
ickell, sls. m | . y McElveen Jr., v. p., 
Klamath Falls KOTI 10,244 _— | g. m. & c. m. 
Walter Ri m. Florence WBTW 143,956 
Medford KBES-TV 39,350 —_ J. ha Quinn, mng. d.; John 
Jerold R. Poulos, m.; Edward P. H. Brock, nat. sis. m. 
Barnett, sls. m. Greenville WFBC-TV 330,402 50 

















City Station Vhe Unf Color 
.< 5 aw oe m.; R. Q. 
Spartanburg WSPA-TV 286,765 80 
Walter J. Brown, p. & g. m.; 
Charles Bell, nat. sls. m. 
SOUTH DAKOTA 
Florence KDLO-TV 185,934 — 
— L. Floyd, p.; E. A. Nord, 
sis. m. (Satellite of 
KELO-TV = -) 
Rapid City KOTA-TV 17,244 _ 
Helen _ Duhamel, p. & g. m.; 
William F. Turner, bus. & c. m. 
Sioux Falls KE LO-TV 185,934 
Joseph L. Floyd, p.; E. A. Nord, 
g. m. & sls. m. 
TENNESSEE 
Chattanooga WDEF-TV 190,712 200 
Harold E. Anderson, g. m.; Otis 
H. Segler, sls. m. 
WRGP-TV 
ry S. Stone, st. m 
Jackson WDXI-TV_ 105,500 _ 
John E. North, v.p. & g. m.; 
rry Crenshaw, s m. 
Johnson City WJHL-TV 185,316 _ 
W. H. Lancaster, Jr., v.p., g. m. 
& sis. m. 
Knoxville WATE-TV 178,660 os 
W. H. Linebaugh, v.p. & g. m.; 
John T. McCloud, g. sls. m. 
WTVK 162,287 400 
John A. Engelbrecht, p., g. m. 
& sis. m. 
WBIR-TV ———— 
eo’ est. pS S«. m. Rk. s. 
Memphis WHBQ-TV 452, 370 210 
Wm H. Grumbles, g. m.; Tom 
Ragland, sls. m. 
WMCT 465,011 443 
H. W. Slavick, g. m.; Ear! More- 
land, st. m. 
WREC-TV — 
Hoyt B. Wooten, g. m.; Charles 
Brakefield, c.m. 
Nashville WLAC-TV 401,000 500 
T. B. Baker Jr., ex. v.p. & g. m.; 
Robert M. Reuschle, sls. m. 
WSIX-TV 380,000 
R. D. Stanford Jr., p. & g. m.; 
Al Kerr, c. d. 
WSM-TV 272,856 165 
John H. DeWitt, p.; Irvin 
Waugh, c.m. & asst. to p. 
TEXAS 
Abilene KPAR-TV (see Sweetwater) 
KRBC-TV 59,790 _ 
John Higgins, st. m. & c.m.: 
Forest Lane, nat. sls. m. 
Amarillo KFDA- TV 9 _— 
Ed Moore, g. m.; Dan Hayslett. 
opertns. m. & nat. sls. m. 
KGNC-TV 89,927 
— st. m.; Bill Clarke, 
Austin KTBC-TV 165,242 35 
J. C. Kellam, g. m.; O. P. (Bob: 
Bobbitt. g. sis. m. 
Beaumont KFDM-TV 127,900 36 
Mott M. Johnson, opr. & c. m.; 
David Russell, loc. sls. m. 
Big Spring KBST-TV 48,453 _ 
William J. Wallace, p. & g. m.; 
John McMinn, sls. m. 

Corpus KRIS-TV 75 
Christi T. Frank Smith, p.; W. M. Eik- 
ner, v.p. chg. sls. 

KSIX-TV 


Vann M. Kennedy, o. & g. m.; 
William Patton, c. m. 
KVDO- 


59,000 _ 
L. W. Xo © rer, g. m.; Bert 
Metcalf, 
Dallas KFJZ-TV « 540, 930 
(Ft. Worth) Gene L. Cagle, p. & g. m. ; Dale 
Drake, nat. sls. m 
KRLD-TV 558,410 1,500 


El Paso 


Fort Worth 
(Dallas) 

Galveston 

Harlingen 


Houston 


Roy M. Flynn, st. m.; Gene Cuny. 
c. m. 
WFAA-TV 564.080 


150 
Dick Drummy Jr, c. m. 
Joe Roddy, Jr., g. m 
KROD-TV 99, 663 46 
Val Lawrence, v.p. s g. m.; Dick 
Watts, gen. sis. m. 
KTSM-TV 93,653 8 
Karl O. Wyler, p. & g. Roy 
, 3 man, v.p. & sis. m. 


Chap 
WBAP-TV 590,000 
— ee g. m.; Roy Bac- 


KGUL-TV. 500,100 


S. Wilson, g. sls. m 
KGBT-TV _— 
Ra ag) ; Ingham S. 
KGULLTV ey Galveston) 
KPRC-TV 415,000 100 
Jack Harris, v.p. & g. m.; Jack 
McGrew, .m. & c. m. 
KTRK-TV 492,000 360 








Changes recently announced by P. 
A. Sugg, vice president and general 
manager of the wky Television sys- 
tem, include the appointment of Rob- 
ert Olson (above, right) as operations 
manager at wtvtT Tampa-St. Peters- 
burg and Norman Bagwell (above, 


left) as business manager at the same 


station. 


Keith Mathers 


(below, 


left) 


is the new tv operations manager at 


WKY-TV 


Oklahoma 


City and Joe 


Jerkins (below, right) is that station’s 
program manager. Before the promo- 


tions Mr. 
operations 
was WKY-TV 


Olson was director of tv 
wky-tv, Mr. Bagwell 
business manager, Mr. 


al 


Mathers was WKY-TV promotion man- 
ager and Mr. Jerkins wWKY-Tv produc- 


tion supervisor. 











Station 





City Vht Uhf Color 
—- E. Walbridge, exec. v.p. & 
m.; Bill Bennett, c. m. 
Laredo KHAD.- TV 15,000 _ 
Cleo E. Long, st. m.; John A. 
Snyder, sls m. Plus 5,000 in 
Mexico. 
KLTV (see Tyler) 
Lubbock KCBD-TV 134,052 200 
Joseph H. Bryant, p. & g. m.; 
rge L. Tarter, c. m. 
KDUB-TV 137,498 300 
W. D. (Dub) Rogers, p. & g. m.; 
E. A. (Buzz) Hassett, nat. sls. 
m. 
Lufkin KTRE-TV 55,325 — 
Richman Lewin, v.p. & g. m.; 
Murphy Martin, sls. m. 
Midland KMID-TV 54,000 oe 
et | seenden, g.m. ; Lambert Cain, 
Odessa KOSA-TV 78,500 
say Vacca, st. m.; Ed Contdllo. 
San Angelo KTXL-TV 44,622 — 
. H. Hubbard, g. m. & sls. m. 
San Antonio KCOR-TV 70,000 — 


Nathan Safir, v.p. & ¢g. m.; Ben 
borel 


Tam’ lo, sls. m. 
KENS-TV 338,428 332 
Albert D. son, g. m.; Wayne 
Kearl, nat. sls. m. 
WOAI-TV 337,350 67 
James Gaines, v.p. & g. m., 
Ed V. Cheviot, c. m 
KONO-TV—(12)—Jan. 20, ’57 





City 


Sweetwater 
Temple 


Texarkana 
(Tex.-Ark.) 


Tyler 


Waco 
Weslaco 


Wichita Falls 


Salt Lake 
City 


Burlington 


Bristol 


Hampton 
Harrisonburg 


Lynchburg 


Norfolk 


Petersburg 
Portsmouth 


Richmond 


Roanoke 


Bellingham 


Ephrata 
Pasco 


Seattle 
(Tacoma) 


Spokane 


Tacoma 
(Seattle) 


December 17, 


Station Vhft Uhf Color 
KPAR-TV 62,469 a 
Dan C. Guthrie, st. m.; E. A 

(Buzz) Hassett, nat. sis. m. 
KCEN-TV 163,441 100 
Gene Lewis, st. m. ; Burton Bish», 

g. m. 

KCMC-TV 100,000 100 


Walter M. Windsor, g.m.; Richa. « 
M. Peters, nat. sis. & prom. d. 


KLTV 108,000 _ 
Marshall! na wena, g. m.; John 
Lenox, 
KCEN.TV ,~- Temple) 
KWTX-TV 132,000 _— 
M. N. tick, v. p. & m 
John M. Brinegar, sls. m. 
KRGV-TV 74, _ 
O. L. Taylor, p. & g. m.; Kenneth 
E arkel, nat. & rgnl. c. m 
* Plus 8,000 in Mexico. 
KFDX-TV 107,156 300 


oward H. Fry, exec. v.p. & g¢.m.; 


H. Wa"<er, sis. m. 
KSYD-TV 9,734 '— 
Sid Grayson, & g. m.; Bob 

Cain, c. m 

UTAH 
KSL-TV 209,000 na 
D. Lennox Murdoch, v.p. & ¢ : 

Edward B. (Ted) Kimball, e. 
sis. m. 
KTVT 212,000 275 
G. Bennett Larson, p. & g. m. 


Harold Woolley, tv sls. m. 
KUTV 208,336 
Brent Kirk, st. m.; Robert Smith, 
nat. sls. m. 


VERMONT 
WCAX-TV_ 151,048 
Stuart T. Martin, v.p. & g. m.; 

John A. Dobson, sls. m 


VIRGINIA 
WCYB-TV 368,870 200 
Robert H. Smith, p. & g. m.; 
J. Fey Rogers, v.p. & sis. m. 
WVEC-TV_ (see Norfolk) 
WSVA-TV 138,633 
Hamilton Shea, p. & m.; 
Howard C. Evans, g. - m. 
WLVA-TV 308,675 _ 
Philip P. Allen, v.p. & g. m.; 
Joseph F. Wright, Jr., sls. m. 
WTAR-TV 418,016 
Campbell Arnoux, p. & g. m.; 
Robert M. Lambe, gen. sis. m. 
WVEC-TV 185,000 250 
Thomas P. Chisman, p. & g. m.; 


. A. Brauer Jr., v.p. & 
ale 
WXEX-TV 425,000 200 
Irvin G. Abeloff, v.p., mng. d. & 


nat. sls. m.; George R. Oliviere, 


Bamford, g. m.; Winston 
Bright, c. m. 
WAV Y-TV—(10) Jan. °57 
WRVA-TV 
Barron Howard, v.p. & g. m.; 
James D. Clark, Jr., sis. m. 
WTVR 503,317 300 
Wilbur M. Havens, st. m. & c.m.; 
Walter A. Bowry, Jr., asst. st. 
m. & asst. c.m. 
WDBJ-TV 479,222 
Ray P. Jordan, mng. d.; 
Brown, tv sls. m. 
WSLS-TV 479,222 150 
James H. Moore, ex. v.p.; Horace 
Fitzpatrick, asst. m. & c. m. 


WASHINGTON 
KVOS-TV 256,088 
David Mintz, s. m.; 

thagen, sls. 
KBAS-TV (43). 
KEPR-TV 82,000 — 
Thomas C. Bostic, v.p. 

H. R. Cary, sls. m. (Satellite of 





150 
Blake H 


Fred Else- 


Jan. °57 


679 
& gg. m.; A 


538,200 

Otto B. Brandt, v.p. 
P. Hunter, c. 

KOMO-TV 538, 200 79 

W. Warren, ex. v.p. & g. m. 

Bill Hubbach. ¢. sls. m. 

KTNT-TV 538,200 

Larry Carino, m. & sls. d 
TVW 525,000 ~ 


679 


William Venamn, g. m.; George 
Glavin, g. sls. 
KHQ-TV 187, 768 125 
Richard O. Dunning, p. & g. m.: 
irney Blair. c. m. 


KREM-TV 187,768 200 

Louis ye owner; Robert H 
Temple. m. & sls. m. 

| 2 lr #188, 631 7 

Richard E. Jones, v.p. & g. ™.; 


ames Agostino, sis. m. 
KTNT-TV (see Seattle) 
KTVW (see Seattle) 


(Continued on page 76 
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City Station Vhft Uhf Color 
KIMA-TV 82,000 
——. ba ms Cc. Bostic, v.p. & g. m.; 
. R. Cary, sis. m. 
WEST VIRGINIA 
Bluefield WHIS-TV = 171,265 _ 
Pp. & + ae st. m.; John 
t, sls. m. 
Charleston WCHS-TV 540,340 200 


WHTN-TV (See Huntington) 
WSAZ-TV_ (See Huntington) 
WBLK-TV—(12) Winter °57 


fiuntington WCMS-TV (sce Charleston) 

un see r n 
WHTN-TV 203,000 20 
Fred Weber, p. & nat. sls. ; George 

A. Miller, loc.-rgnl. sls. m. 
WSAZ-TV 357,620 300 
——- H. Rogers Il, p. & 
Robert White, "sls. m. 
Oak Hill WOAY-TV 357,230 


(Beckley) Robert R. Thomas, Jr., o. & g.m.; : 
Vie Ludington, sls. m. 


Parkersburg WTAP 40,502 - 
Milton F. Komito, st. m. 
Wheeling WTRF-TV 312,460 100 
Robert W. Ferguson, ex. v.p. & 
g. m.; H. Needham Smith, sls. 
m, 
WISCONSIN 
Eau Claire WEAU-TV 122,560 
Howard, g. m. & c. m. ; Rich. 
ard Kepler, st. m. 
Green Bay WBAY-TV 235,000 oa 
Haydn R. Evans, g.m.; Robert 
C. Nelson, sls. m. 
| a 191,310 
Soren H. Munkhof, v.p. & g. m.; 
Ward O. age, rgnl. sis. m 
WMBV-TV (see Marinette) 
La Crosse WKBT 130,000 _ 
Howard Dahl, g. m.; Robert Z. 
Morrison Jr., sls. m. 
Madison WISC-TV 309,275 
Ralph O’Connor, g. m.; Richard 
Nickeson, sls. m. 
WKOW-TV 135,000 200 
Ben F. Hovel, g. m.; Robert 
Loomer, sls 
WMTV 129,000 150 
Gerald A. Bartell, p. & st. m.; 
Peter P. Theg. sls. m. 
Marinette WMBV-TV 211,440 
(Green Bay) Joseph D. Mackin, g. m. ; William 
R. Walker, tv m. 
Milwaukee WISN-TV 782,500 — 
John B. Soell, tv d. 
WITI-TV 700,000 3,000 
J. I. Meyerson, g. m.; J. Grant 
Sandison, g. sls. m. 
WTMJ-TV 781,222 220 
Walter J. Damm, g. m.; Neale V. 
Bakke, sls. m. 
1x 307,000 1,000 
Edmund C. Bunker, g. m.; Theo- 
dore S. Shaker, g. sls. m. 
Superior KDAL-TV (see Duluth, Minn.) 
WDSM-TV (see Duluth, Minn.) — 
Wausau WSAU-TV 98,200 








Stanley G. Mouse has been appointed 
commercial manager of WH10-Tv Day- 
ton, it has been announced by station 
general manager Robert H. Moody. 
Mr. Mouse joined the station in June, 
1945 as promotion and merchandising 
director. In 1945 he was put in charge 
of national sales and in 1947 was made 
a member of the local sales force. 
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John P. Shipley, chief engineer of 
WKNB-TV-AM New Britain, has been 
promoted to Operations Manager, 
has been announced by general man- 
ager Peter B. Kenney. Before coming 
to WKNB in 1952 he was with wTop 
Washington. 


City Station Vhf Uhf Color 


George T. Frechette, v.p. & g. m.; 
Richard D. Dudley, asst. g. m. 
c. m. 


WYOMING 
KFBC-TV 49,000 
Wm. C. Grove, g. m.; Charles P. 
Cahill, ¢. m. 





Cheyenne 


ALASKA 
KENI-TV 25,000 
Alvin O. Bramstedt, g.m.; James 
G. Duncan, sls. m. 
KTVA 25,000 a 
A. G. Hiebert, p. & g. m. 
KFAR-TV 9,000 
Don McCune, st. m.; Robert w. 
Johnson, ¢c. m. 
KTVF 10,000 — 
Walter or Welch, m.; John A. 
Griffin. 
9.500 


Anchorage 


Fairbanks 


KINY-TV 
Jerry McKinley, st. m.; Vern Met- 
calf, loc. sls. m. 


HAWAII 
Hilo KHBC-TV _ 103,000 — 
J. Howard Worrall, p. (Satellite 
of KGMB-TV, Honolulu) 
KGMB-TV _ 103,000 a 
Melvin B. Wright, st. m. & nat. 
sls. — Charles Crockett, loc. 


Juneau 


sls. 
KONA 97,300 oe 
John PD. Keating, p. & g. m.; 
James W. Spencer, nat. sls. m. 
KULA-TV___ 91,300 - 
Jack A. Burnett, exee. vp. & 
g. m.; M. Franklyn Warren, z. 


sis. m. 
KMAU 103,000 — 
J. Howard Worrall, p. (Satellite 
of KGMB-TV, Honolulu) 
KMVI-TV 12,000 
Richard E. Mawson, st. m. ; Frank 
Kovacic, c. m. 


GUAM 
KUAM-TV 
Harry M. Engel Jr., 


PUERTO RICO 


WORA-TV 129,345 

Alfredo R. de Arellano, Jr., p. & 
g. m.; Reinaldo M. Dupom, 
asst. m. & c. m. 

WAPA-TV 157,958 _ 

David H. Polinger, g.m.; Andrew 
N. Vladimir, sls. m. & prom. m. 

WKAQ-TV 129,345 _ 

Delfin Fernandez, g¢. m.; Oscar 
Reinosza, sls. m. 


Wailuku 


Agana 
p. & g. m. 


Mayaguez 


San Juan 





Wash. 


cise tax on receivers with uhf reception. 
Chairman Warren G. Magnuson of the 
Senate Interstate Commerce Commit- 


(Continued from page 67) 


tee made a strong plea for this pro- 


posal during the recent hearings be- 
fore the House Ways and Means Com- 
mittee. 

If 100-per-cent production of all- 
channel sets can be achieved through 
excise-tax relief, he said, “we can look 
forward to the kind of television serv- 
ice which this country needs.” 





Wall St. 


(Continued from page 69) 


ed report accounted for about 33.2 
per cent of the gross revenue from 
sale of tv time. National spot advertis- 
ing produced approximately 48.4 per 
cent of the gross, while local advertis- 
ing represented 18.4 per cent. 

WJIM-TV operates the only vhf chan- 
nel allocated to Lansing and thus has 
a strong competitive hold on the area. 

Radio station WJIM is affiliated with 
both NBC and ABC. The revenue 
from network affiliation was approxi- 
mately 2.3 per cent for 1954, the last 
year on which such information is 
available. National spot advertising on 
radio accounted for 26.5 per cent of 
the gross revenue, while local advertis- 
ing represented 71.2 per cent. 

The company is substantially con- 
trolled by the Gross family, which in- 
cludes Harold, Charlotte I., James H. 
and Gary Gross. All are directers on 
the five-man board, with Howard K. 
Finch, vice-president, the other direc- 
tor. The Gross family owns 51.15 per 
cent of all outstanding shares, with 
98.8 per cent of the Class B common 
stock and 7,000 shares, or 3.5 per cent, 
of the common stock. 


High-Low Last 
Stock 1956 Quote* 
ABC 32%4- 22% 23% 
ADMIRAL 22%- 12% 144% 
AVCO 7%- 5% 6 
CBS 33%- 225% 33% 
DUMONT LABS 10 - 4% 4% 
EMERSON 13%4- 6% 7 
GENERAL ELECTRIC 65%4- 52% 61 
HOFFMAN 25%%- 18% 19% 
MAGNAVOX 41 - 31% 3356 
MOTOROLA 51%- 39 39% 
NATIONAL TELEFILM 9%- 3 8% 
PHILCO 36%- 16 17% 
RCA 50%4- 33% 36% 
RAYTHEON 19%- 13 16% 
STORER 29%4- 22% 25% 
SYLVANIA 55%- 42 4714 
WESTINGHOUSE 63%. 50% 55 
ZENITH 14144-101 110% 
Over-the-Counter Stocks 
eet 
AMPEX -34 
CONSOLIDATED TV 17%. 18% 
2%46- 2% 


OFFICIAL FILMS 


*As of the close, Dec. 10, 1956. 
+As of Dec. 10,1956. 








In the picture 


In a realignment of executives at MacManus, John & Adams, Hovey Hagerman, execu- 
tive officer, Pontiac account, has been named executive vice president. Also effected in the 
changes following the death of James R. Adams, agency chairman, were his son Charles F., 
who was named executive assistant to president Ernest A. Jones and account supervisor on 
Cadillac; Fred J. Hatch, vice president and general manager, named a director; Leo Hille- 
brand, controller and financial officer, appointed secretary-treasurer. The chairman’s post will 
not be filled. A staff to supervise administration was named. Mr. Adams will head it. Mem- 
bers include John R. MacManus, executive vice president in charge of all personnel and 
coordinator of branch office activities; and vice presidents: Mr. Hatch, internal planning and 
administration; Frank Skinner, public relations; Robert Garrison, business development. 





A promotion and an appointment coincide with expansion at 
Screen Gems. Robert H. Salk (left), director of syndicated sales, 
is now director of station operations and will represent the Colum- 
bia Pictures subsidiary in the purchase of interest in tv stations. 
And as Screen Gems acquires Hygo Television Films and its 
affiliate, Unity Television Films, Jerome Hyams, president and 
founder of Hygo, moves to Screen Gems as director of syndicated 
sales, replacing Mr. Salk. Mr. Salk joined Screen Gems in August 
1955, coming from Station Films, Inc., a subsidiary of the Katz 
Agency, where he was general manager. 





With wecavu Philadelphia’s purchase of controlling interest in 
uhf outlet weBi-Tv Scranton, Vance L. Eckersley (left), a lawyer 
and consultant to wGBI-Tv, has been named vice president and 
general manager, and Anton J. Moe, CBS-TV spot sales account 
executive, becomes general sales manager, effective Jan. 1. Mr. 
Eckersley has been with the station since 1954, active in its busi- 
ness affairs, and has been legal representative of Scranton Broad- 
casters since 1939. Besides being a practicing lawyer, he is a CPA 
and has taught business law and taxation classes at the University 
of Scranton. 





NBC’s executive realignment moves into tv programming with 
the appointment of Emanuel Sacks (left) as vice president in 
charge of tv network programs. And Robert F. Lewine, formerly 
vice president in charge of tv programming and talent for ABC, 
has joined NBC’s tv programming department as a vice president. 
Mr. Sacks joined RCA in 1950 as director of artists relations at 
RCA Victor and was named staff vice president in December of 
the same year. In 1953 he was named v. p. and general manager, 
RCA Victor Records; later he was made an NBC staff v. p. Mr. 
Lewine joined ABC in 1953 as eastern program director. 





The American Broadcasting Co., which moved into daytime tv with the Mickey Mouse 
Club and Afternoon Film Festival with marked success, now plans further extension into the 
daylight hours with live programming. Working on this development is Daniel Melnick, 
recently named to the newly-created post of manager of program development, ABC-TV. 
With the army from 1954 to September 1956, Mr. Melnick was before that with the Colum- 
bia Broadcasting System. He joined CBS as a production assistant in 1949 and was promoted 
successively to script supervisor, associate producer and producer. Before joining the army 
he was with the Bob Crosby Show. A graduate of the High School of Performing Arts, 
he attended New York University and Los Angeles State College. Before joining CBS he 
stage-managed productions of ANTA’s Experimental Theatre. 
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The man who 
wouldn't give up 


500 MASSED 
ROCKETS shook 
Brooklyn Bridge, 
screamed up into 
the May evening 
and showered the 
city with red and 


old. 

While behind a 
darkened window, 
a big, gaunt man sat and watched, too 
crippled and painwracked to attend the 
opening day festivities for the bridge. 

This was a pity, for he had built it. 

Which means that when money gave 
out, Chief Engineer Roebling pleaded for 
more. When disturbing changes of plan 
had to be made, Roebling fought them 
through. And when a hundred panicked 
men were trapped under the East River 
in a flooded caisson, Roebling saved them. 

Spinning the giant steel spiderweb not 
only exacted 13 years of Roebling’s life, 
from 1870 to 1883, but very early in the 
game it crippled him forever with the cais- 
son disease. 

Yet he saw the job through to the end. 
His were the courage, skill and vision that 
make Americans a nation of great builders 
—a strong, growing nation. And a nation 
whose Savings Bonds rank with the 
world’s finest investments. 

For the constructive strength of 168 
million Americans stands behind these 
Bonds. This is why our Government can 
absolutely guarantee the safety of your 
principal—up to any amount—and the rate 
of interest you receive. 

You cannot get a better guarantee than 
that. Why not invest in U.S. Savings Bonds 
regularly—where you bank or through the 
Payroll Savings Plan where you work? 
And hold the Savings Bonds you have. 


Safe as America—U.S. Savings Bonds 


The U.S. Government does not pay for 
this advertisement. It is donated by 
this publication in cooperation with the 
Advertising Council and the Magazine 
Publishers of America. 
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Yes, Virginia, this is the time of 
year for a national saturation cam- 
paign of peace and goodwill. So we 
got to thinking the other day that 
possibly some folks in and around our 
industry have been too snowed under 
by the swift pursuits of their daily 
rounds to write that letter to Santa 
Claus. 

Therefore, in the spirit, as well as 
the letter, of friendship, comradeship 


and cheership—known to many as the 


spirit of f. c. c—we feel we can be 
of service to some of those members 
of the trade who have not made their 
requests known to the jolly and bearded 
man in the red suit. We will write a 
covering letter which we hope will take 
care of filling their stockings on Christ- 
mas morning with exactly what they 
want—and which we doubt anyone else 


would give them. 











Dear Santa: 


Before your climb into your sleigh 
on Christmas “Now 
Dasher, now Dancer, now Fitzgerald- 


eve and cry, 


Sample,” please check your bag to see 
that you have the following for the 
following: 


For Ralph Cohn, vice president and 


| general manager of Screen Gems, Inc., 


a mustache cup. 

For Paul C. Smith, head man at 
Crowell-Collier, $16 million in Con- 
federate money. 

For Pat Weaver, at liberty, reams 
of wide wide inter-office memos. 

For Dick Moore, president and gen- 
eral manager of KTTV Los Angeles, 


gold-engraved copies of all network 
schedules. 

For Ely Landau, president of Na- 
tional Telefilm Associates, a warehouse 
full of furs—20th Century fox, of 
course. 

For Congressman Emanuel Celler, 
of Washington, New York and Brook- 
lyn, a complete, long-playing collection 
of BMI songs. 

Sincerely, 
In Camera 
= # 

We feel that because of the season, 
what with office parties and the like, 
this is an apt time for this What’s in 
a Name? item: the Schaler Butler & 
Associates agency in Washington has 
an administrative assistant named Gin 
Goff, and its manager of the New York 
branch office is Ken Beer. 


= & & 


In order to keep the following boy- 
girl saga in season, we like to think 
that mistletoe had something to do 
with it. Anyway, one of our keen-eared 
operatives overheard at lunch one girl 
saying to another: 

“T know now I can never marry him. 
Last night we were listening to Steve 
Allen and necking and | heard every 
word Steve Allen said.” 


* © 


A Madison Avenue fellow we know. 
who wishes to remain nameless lest 
his business relations suffer, called to 
report that the Christmas spirit has 
caught hold of Madison Avenue a bit 
early this year. He said that while he’s 
all for it, it turned out, in his case, to 
be somewhat unnerving. 

He explained that on this very morn- 
ing in early December, he had phoned 
an upper-echelon agency vice president. 
The gentleman’s secretary did not say 
her man was in conference, on the 
long-distance phone or even that he 
was at the client’s. Without asking the 
caller his name, rank and serial num- 
ber, she put him right through to her 
boss. 

Our friend confessed he was so star- 
tled he was speechless for several 
seconds. 




















NOW! NEILSEN PROVES IT TOO! 


vou e MORE COVERAGE 
KY-TV! 

















326,810 
TV HOMES 





276,750 
TV HOMES 


In the Oklahoma City Coverage Area .. . 
18% More TV Homes are available to you 
on WKY-TV . . . Homes that are simply not 
in the coverage picture of the other station. 


WHAT’S THAT ABOUT FRINGE AREA? 


Certainly, some of WKY-TV’s Neilsen coverage is 
fringe. All television stations have a fringe area. 


The question is . . . how far out is the fringe? The fact 
that WKY-TV's coverage is 20 counties bigger means that 
the fringe is that much farther out . . . and the good, 
sharp, steady “‘city-type”’ picture is just that much farther 
out than the other station's, too! 


CALL YOUR KATZ MAN for a copy of the entire N. C. S. 
#2, from which all figures above are taken. 





WRHY-TV 


54 counties in Oklahoma 
4 counties in Texas 
8 counties in Kansas 


* 


OTHER OKLAHOMA CITY 
STATION 


46 counties in Oklahoma 

(8 less than WKY-TV covers) 
0 counties in Texas 
Q counties in Kansas 


in 


THE NATION'S FIRST COLOR TELEVISION STATION 


OKLAHOMA CITY 


a 


Owned and Operated by 
THE WKY TELEVISION SYSTEM, INC. 
WKY-TV and WKY Radio, Oklahoma City 
WSFA-TV, Montgomery, Ala. WIVT, Tampa, Fla. 
Represented by THE KATZ AGENCY, INC. 
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